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No.  1  on  your  shelves  and  growing. 

Sensodyne  dominates  the  sensitive  toothpaste  market,  with  the  tastest  year 
on  year  growth.'  That  growth  will  be  helped  even  more  by  our  new  impactful 
packaging  and  the  launch  of  a  brand  new  TV  advertising  campaign. 

Four  million  people  every  year  use  Sensodyne  -  hardly  surprising  considering 
98%  of  dentists  recommend  it: 

Shouldn't  you  be  stocking  up  w  ith  all  sizes  of  Sensodyne  Original.  Mint  and  F? 
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Best  selling  smoking  cessation  product 

56%  share  of  nicotine  patch  total  cash  sales  1 

Leading  nicotine  patch  in  the 
prescription  market 

More  than  twice  the 
market  share  of  any 
other  nicotine  patch  2 

Leading  nicotine 
patch  OTC  - 

54%  share  of  sales  events 
in  the  OTC  nicotine 
patch  market  3 


MAKE  YOUR  PROFITS  SWELL 
-  RECOMMEND  NICOTINELL 

1.  Nielsen  Jan/Feb  1993.  2.  Scriptcount  4  weeks  to  26  March  1993.  3.  Based  on  number  of  sales  events.  Counterpoint,  smoking 
cessation,  nett  data,  Jan-  March  1993.  4.  Adwatch,  Marketing  25  March  and  1  April  1993. 

Geigy 


Editor:  John  Skelton,  MRPharmS 
Deputy  Editor  Patrick  Grice,  MRPharmS 
Contributing  Editor:  Adrienne  de  Mont, 
MRPharmS 

Business  Editor:  Zachary  Goldring,  MSc 
News  Editor:  Jane  Feely,  PhD,  MRPharmS 
Beauty  Editor.  Sarah  Purcell,  BA 
Technical  Reporter:  Maria  Murray, 
MRPharmS 

Art  Editor:  Tony  Lamb 


CHEMKT& 
DRUGGIST 

INCORPORATING  RETAIL  CHEMIST 
&  PHARMACY  UPDATE 

EDITORIAL 


Price  List  Controller:  Colin  Simpson 


ADVERTISING 


Advertisement  Manager 

Ian  Gerrard 

Assistant  Advertisement  Manager 

Doug  Mytton 

Advertisement  Executives: 

Julian  de  Bruxelles 
Production:  Shirley  Wilson 
Advertisement  Director 

Frances  Shortland 


PUBLISHER 


Publisher  Ronald  Salmon,  FRPharmS 

—  PUBLISHING  DIRECTOR  - 

Director:  Felim  O'Brien 


Published  Saturdays  by  Benn 
Publications  Ltd,  (member,  United 
Newspapers  Group),  Sovereign  Way, 
Tonbridge,  Kent,  TN9  1RW 
Telephone:  0732  364422 
Telex:  95132  Benton  G 
Facsimile:  0732  361534 

Subscriptions:  Home  £100  per  annum.  Over- 
seas &  Eire  £140  per  annum  including  postage 
£2.10  per  copy  (postage  extra). 


ABC 


Member  of  the  Audit 
Bureau  of  Circulations 


in 


\ UnitedNewspapers  publication 


Thisweek 


VOLUME  240  NO  5890    133rd  YEAR  OF  PUBLICATION 


ISSN  0009-3033 


Peter  Hollyman  registers  as  a  candidate  in  the  July  29  Christchurch  by-election 

PSG's  Welsh  representative  says  he  is  "just  doing  his  bit"  for  pharmacy  


NPA  add  six  new  modules  to  assistants'  training  programme 

Package  is  the  "  training  bargain  of  the  year",  says  director  Tim  Astill 


88 
89 


Council  of  Europe  spell  out  12  primary  goals  for  community  pharmacy 

Pay  should  recognise  pharmacists'  advice  on  minor  ailments,  says  report 

Brush  up  on  your  oral  hygiene  routine 

Self-help  and  professional  products  fuel  market  growth   


89 


102 


RPSGB  Council  debates  access  to  pharmacy  services  1 14 

Eight  recommendations  from  working  party  approved 


REGULARS 


Calling  all  preregistration  graduates 

C&D  offers  a  free  place  to  the  BPC  in  Reading 


116 


Access  report  "endorses  financial  attrition"  116 

Hemant  Patel  explains  why  he  voted  no  to  recommendations 


Sunday  trading  row  comes  to  a  head 

Four  options  outlined  in  draft  Bill 


117 


Animal  testing  regulations  revised  1 1 8 

Sixth  amendment  to  Cosmetics  Directive  spelt  out 


Topical  reflections 

91 

Script  specials 

92 

Medical  matters 

92 

Counterpoints 

96 

Letters 

116 

Business  news 

117 

In  the  City 

118 

Classified  advertisements 

119 

Business  link 

125 

About  people 

126 

Comment 


Debate  is  once  again  raging  between  the  politically 
correct  campaigning  idealists  and  industry.  The  subject 
this  time  is  whether  consumer  products  which  have  been 
tested  on  animals  should  be  awarded  the  new  Green 
symbol,  the  Ecolabel.  As  it  now  stands,  the  Ecolabel  is 
intended  to  assure  consumers  throughout  the  EC  that 
products  which  carry  it  will  have  the  minimum  impact  on 
the  environment,  from  choice  of  raw  materials  and 
manufacture  through  to  use  and  disposal. 

When  the  Ecolabel  was  launched  in  1991,  it  met 
general  approval.  Two  years  on  (and  still  no  Ecolabel 
products  in  the  shops),  the  Ecolabelling  board  is  beset 
with  problems.  The  only  independent  environmental  body 
representative  has  just  resigned  due  to  disagreements  on 
paper  products  proposals.  The  criteria  for  awarding 
labels  has  only  been  agreed  for  two  product  categories  to 
date.  And  now  they  are  hounded  by  environmentalists 
and  Green  companies  demanding  that  animal  testing  be 
included  as  a  criteria.  The  CTPA  and  the  Ecolabelling 
board  argue  that  animal  testing  is  a  social  issue,  not  an 
environmental  one,  and  so  should  be  dealt  with  separately 
by  the  Cosmetics  Directive. 

Body  Shop  are  threatening  to  boycott  the  scheme  (no 
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doubt  very  publicly)  if  the  Ecolabelling  board  do  not 
agree  to  this  condition.  Body  Shop's  David  Wheeler 
believes  they  will  give  in:  "We  are  optimistic  and  looking 
forward  to  the  UK  Ecolabelling  board  coming  to  terms 
with  reality." 

At  Montagne  Jeunesse,  Greg  Butcher  would  like  to  see 
animal  testing  included  as  a  criteria,  but  only  if  it  is  strict 
enough  to  be  meaningful.  He  has  approached  the  RSPCA, 
and  they  would  prefer  to  see  two  labels,  one  saying  the 
product  is  cruelty-free,  another  that  it  is  eco-friendly. 
This  seems  a  sensible,  but  perhaps  confusing,  solution. 

At  the  end  of  the  day,  what  matters  is  the  consumer's 
understanding  of  the  Ecolabel.  This  will  depend  on  its 
accurate  and  forceful  promotion  by  the  Ecolabelling 
Board  as  the  products  appear  on-shelf. 

Whether  animal  testing  becomes  a  criteria  will  be 
decided  at  a  meeting  in  Brussels  on  July  22.  But  for 
everyone's  sake,  especially  the  consumer's,  the  decision 
must  be  enacted  quickly.  Otherwise  the  Ecolabel  risks 
the  fate  of  the  Maastricht  Treaty  —  we  will  be  so  tired  of 
hearing  about  it  that,  when  the  label  finally  appears,  it 
will  not  be  worth  the  paper  it  is  printed  on  to  manufacturers, 
retailers  or  consumers. 
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PSG's  Holly  man 
Christchurch  by- 


to  fight 
election 


Peter  Hollyman,  the  Welsh 
spokesman  for  the  Pharmacy 
Support  Group,  is  to  fight  the 
Christchurch  by-election  on  July 
29  under  the  banner  "Save  the 
National  Health  Service". 

Mr  Hollyman,  a  pharmacy 
contractor  from  Porthmadog  in 


The  group's  by-election 
manifesto  is  currently  in 
publication  and  spells  out 
concerns  for  each  branch  of  the 
NHS  perceived  as  being  under 
threat  from  the  Government. 

PSG  chairman  Hemant  Patel 
said  he  was  delighted  with  Mr 
Hollyman's  intention  to  fight  the 
by-election. 

"He  speaks  very  well  and  is 
willing  to  give  the  time  that  is 
needed,"  he  said.  "We  know  him 
and  what  he  is  capable  of  doing." 

Mr  Patel  also  disclosed  that 
PSG  plans  to  organise  a  large 
public  meeting  in  Christchurch 


on  the  Sunday  before  the 
by-election.  Speakers  from  other 
healthcare  professions  will  be 
invited  to  address  the  meeting 
and  it  is  hoped  the  national  Press 
will  be  present. 

Mr  Patel  is  asking  as  many 
pharmacists  as  possible  to  attend 
the  meeting,  complete  with  white 
coats  and  overalls,  ready  for  a 
march  through  the  town  after- 
wards. 

•  PSG  are  holding  a  meeting  on 
remuneration  on  July  19  at  Palm 
Spring  Club,  Upper  Tooting 
Road,  London  SW17  at  8.30pm. 
For  details  call  081-984  9943. 


Baby  Ribena 
add  warning 
on  decay  " 

The  label  on  Baby  Ribena  packs 
has  been  changed  to  give  parents 
a  clearer  warning  about  the 
dangers  of  tooth  decay.  The  new 
instructions  replace  the  lower 
sugar  claim  with  a  warning  never 
to  use  the  concentrate  undiluted. 

The  instructions  on  the  pack| 
have  been  reviewed  with  the  help 
of  health  professionals,  language 
experts  and  by  listening  to 
consumer  comments,  sayj 
Smithkline  Beecham. 

The  change  comes  as  600 
families  prepare  to  take  legal! 
action  against  the  five  leading1 
manufacturers  of  baby  drinks, 
including  SB,  Milupa,  Cow  & 
Gate,  Robinson  and  Boots. 


Peter  Hollyman:  Christchurch  fight 


Gwynedd,  was  elected  unanimously 
by  the  PSG.  Two  other  pharma- 
cists from  the  area  were  also 
thought  to  have  expressed  an 
interest  in  standing. 

"We'll  be  going  for  the  'don't 
knows'  and  the  Tory  voters  to  try 
and  register  a  strong  protest  on 
the  way  the  NHS  is  being 
treated,"  Mr  Hollyman  told  C&D. 
"I'm  just  trying  to  do  my  bit  for 
pharmacy  and  the  NHS." 

Mr  Hollyman  travelled  to 
Christchurch  and  registered 
himself  as  a  candidate  on 
Wednesday  morning.  He  has  also 
appointed  an  agent,  local 
pharmacist  Ken  Sims. 


Council  complains  about  post  office  leaflets 


The  Royal  Pharmaceutical 
Society's  Council  has  decided  to 
make  a  complaint  about  a 
pharmacy  company's  distribution 
through  post  offices  of  a  leaflet 
promoting  a  repeat  prescription 
collection  service  and  including  a 
consent  form. 

It  was  agreed  that  the  com- 
plaint would  concern  both  the 
company  and  its  superintendent. 

The  matter  had  been  con- 
sidered by  the  Law  and  Ethics 
Policy  Committee  at  Council's 
June  meeting  and  referred  to 
the  Ethics  Infringements  Com- 
mittee. 

The  Society's  Law  Department 
had  received  a  number  of  com- 
plaints about  the  promotional 
methods;  the  leaflet  had  led  a 
number  of  patients  to  believe 
they  would  no  longer  be  able  to 
obtain  their  prescription  from 
the  pharmacy  of  their  choice. 

The  involvement  of  the  post 
office  had  been  seen  as  an  of- 


ficial endorsement  of  the  scheme. 

The  Committee  considered 
that  the  inclusion  of  a  consent 
form  made  the  leaflet  unsuitable 
for  distribution  other  than  from 
pharmacies.  The  Committee  also 
thought  the  method  of  distribution 
exploited  the  lack  of  knowledge  of 
those  receiving  it  and  therefore 
contravened  Obligation  7.2(c)  of 
the  Code  of  Ethics. 

The    Committee    felt  that 


distribution  was  an  attempt  to! 
solicit  custom  by  providing; 
information  other  than  that, 
identified  in  the  Code's  guidance) 
on  Obligation  7.2(c)  and  so 
contravened  that  guidance. 

The  leaflet  also  used  the 
restricted  title  "pharmacy"  seven 
times,  contrary  to  guidance  note 
10  to  Obligations  7.2,  7.2,  and  7.3 
which  permit  its  use  no  more) 
than  twice  in  total. 


Safeway  offer  allergy  tests 
at  selected  pharmacies 


Safeway  are  to  offer  allergy 
screening  tests  in  nine  of  their 
pharmacy  departments,  initially 
on  a  trial  basis. 

Two  stores,  at  Aylesbury  and 
Stewartfield,  East  Kilbride,  will 
begin  the  trial  on  July  19.  The 
service  will  be  extended  into 
seven  other  stores  at  the  end  of 
the  month.  These  are:  Acocks 


Green,  Gamston,  Ripon,  White- 
house  Farm,  Pendeford,  Solihull  | 
and  Shrewsbury.  The  venture  is 
being  managed  jointly  by  Safeway 
and   Pathology  Management) 
Company  Ltd. 

The  tests  will  cost  £16.99  and  | 
users  will  be  required  to  give  a 
finger-prick  blood  sample.  This 
will  be  sent  to  a  laboratory  for 
analysis  and  the  results  returned  , 
to  the  pharmacist  who  will 
discuss  any  implications  with  the 
customer.  Tests  will  be  carried 
out  against  ten  of  the  most 
commonly  inhaled  allergic 
substances  —  tree  pollens,  grass 
pollen,  house-dust  mites,  cat  and 
dog  dander  and  mould  spores. 

The  customer  will  also  be  given 
a  leaflet  outlining  the  tests 
carried  out  and  explaining  what 
action  should  be  taken  if  the 
results  are  positive.  In  addition,  a 
qualified  medical  consultant 
immunologist  will  scrutinise  the 
results. 

A  spokeswoman  for  Safeway 
said  the  initial  trials  would  last 
two  weeks  and  it  was  the 
company's  intention  to  extend 
the  service  to  all  pharmacies  with 
consulting  rooms. 

Where  the  service  was  to  be 
offered,  staff  would  be  trained  in 
counselling  consumers  about  the 
results,  she  told  C&D. 
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Pay  should  recognise  pharmacists'  advice 
on  minor  ailments,  says  report 


Pharmacy  payment  structures 
should  include  a  component  for 
advising  on  minor  ailments, 
according  to  a  new  report  by  the 
Council  of  Europe. 

The  report,  "The  Role  and 
Training  of  Community  Pharma- 
cists" summarises  the  proceedings 
of  a  seminar  on  the  same  subject 
held  in  Strasbourg  in  October 
1991. 

Twelve  primary  goals  are 
outlined  for  community  phar- 
macy practice,  including  providing 
efficient  and  appropriate 
responses  to  the  presentation  of 
minor  ailments. 

Advising  on  dealing  with 
minor  conditions  is  a  key  role  of 
the  community  pharmacist,  the 
report  explains. 

"There  needs  to  be  a  reliable 
framework  for  developing  and 
maintaining  competence  in 
symptom  recognition  so  that 
pharmacists  perform  consis- 
tently well  in  meeting  patients' 
needs. 


Mail  order 
medicines? 

The  Pharmaceutical  Group  of  the 
European  Community  (PGEC)  is 
supporting  a  motion  to  exempt 
all  medicines  from  supply  by  mail 
order. 

The  European  Council 
Directive  currently  exempts 
prescription-only  medicines 
from  distribution  by  mail  order 
but  does  not  restrict  other 
medicines.  However,  there  can  be 
variation  between  European 
countries  on  those  medicines 
which  are  classified  as 
prescription-only. 

The  issue  of  mail  order 
medicines  arose  when  a  Dutch 
insurance  company  sought  to 
buy  a  pharmacy  and  send  out 
mail  order  medicines  from  it. 
While  most  European  countries 
have  not  encountered  similar 
problems,  the  British  group  are 
supporting  the  motion  to  stop 
mail  order  because  they  believe  it 
would  not  be  in  the  public's  best 
interest. 

"It  is  our  strong  view  that  the 
best  pharmaceutical  service  is 
provided  where  the  opportunity 
exists  for  direct  contact  between 
patient  and  pharmacist,"  savs  the 
PGEC,  the  UK  delegation  which 
represents  the  RPSGB,  the  NPA 
and  PSNI. 

•  The  National  Pharmaceutical 
Association  will  be  writing  an 
"Ask  your  Pharmacist"  column  in 
Best  magazine.  Topics  to  be 
covered  include  advice  on 
antibiotics,  double  charge 
prescription  items,  aspirin  and 
children,  storage  of  medicines 
and  the  presence  of  a  pharmacist 
when  giving  out  prescriptions. 


"Steps  should  be  taken  by 
healthcare  professionals  and 
policy-makers  to  ensure  best 
practice,  which  includes  main- 
taining appropriate  product 
literature,  information  resources 
and  physical  confidentiality 
zones." 

Another  goal  stresses  that  the 
priorities  of  community  pharmacy 
should  be  determined  to  ensure 
that  it  makes  an  optimal 
contribution  to  public  health. 

The  12  primary  goals  are: 

•  ensure  that  the  primary  focus 
of  pharmaceutical  care  is  tar- 
geted on  patient  benefit 

•  ensure  that  medicinal  products 
are  accessible  as  required 

•  provide  efficient  and  appro- 
priate responses  to  the  presen- 
tation of  minor  ailments 

•  ensure  that  patients  can  make 
appropriate  choice  of  non- 
prescribed  medicines 

•  ensure  that  the  selection  oi 
prescribable  medicines  is  op- 
timised for  individual  patients 


Six  new  modules  have  been  added 
to  the  National  Pharmaceutical 
Association's  new-look  Medicine 
Counter  Assistants  programme. 

The  interactive  programme 
will  now  consist  of  12  two-and- 
a-half  hour  sessions,  divided  into 
Part  1  and  Part  II,  presented 
off-the-job  by  a  community 
pharmacist  to  groups  of  between 
eight  and  30  assistants. 

The  six  new  modules  are: 
muscular  pain;  skin  conditions  I 
and  II;  child  health  I  and  II;  and 
healthy  eating  and  vitamin 
supplements.  The  NPA  is 
responsible  for  the  course 
content,  Radcliffe  Medical  Press 
will  publish  the  course,  arrange 
the  seminars  and  handle  the 
administration,  and  Crookes 
Healthcare  are  sponsoring  the 
production  of  MCA  Part  II  and  the 
revision  of  Part  I. 

The  MCA  programme  Part  II 
will  be  available  in  the  Autumn, 
costing  the  pharmacist  in  the 
region  of  £100,  described  by  NPA 
director  Tim  Astill  as  the 
"training  bargain  of  the  year". 

The  revised  Part  I.  which 
should  be  available  in  early  1994, 
reflects  the  increased  number  of 
products  available  and  has  some 
administrative  changes. 

Speaking  at  the  launch,  NPA 
chairman  Edward  Brown  said: 
"As  a  result  of  changes  in  Gov- 
ernment policy  and  in  no  small 
measure  the  NPA's  advertising 
campaign,  more  people  than  ever 
are  being  encouraged  to  ask  their 


•  ensure  patients  are  best 
informed  to  benefit  from  their 
medication 

•  maximise  patients'  independence 
in  managing  their  own  treatment 

•  improve  the  resource  manage- 
ment of  medicines 

•  exploit  the  potential  contrib- 
ution of  community  pharmacy  to 
health  promotion 

•  ensure  that  the  initial  edu- 
cation of  pharmacists  provides  a 
foundation  in  the  natural, 
population  and  behavioural 
sciences  of  pharmacy 

•  ensure  continuing  compet- 
ence to  practice  in  keeping  with 
changing  needs 

•  ensure  that  the  nature  and 
quality  of  overall  pharmaceutical 
care  provided  is  both  appropriate 
and  reliable. 

One  hundred  complimentary 
copies  of  the  report  are  available 
on  a  first  come,  first  served,  basis 
from  Mr  P.  E.  Green,  Department 
of  Health,  Richmond  House,  79 
Whitehall,  London  SW1A  2NS. 


pharmacist's  advice  on  medicine 
and  common  ailments. 

"It  is  very  important  that 
pharmacy  assistants  are  well- 
trained  and  able  to  offer  the 
public  the  service  they  are 
coming  to  expect  and  to  know 
when  to  refer  to  the  pharmacist." 

He  encouraged  more  NPA 
members  to  use  the  training 
opportunity  for  their  staff. 

Pharmacist  Lynda  Chanin, 
who  has  sent  more  than  20  staff 
on  the  MCA  programme,  said: 
"Training  helps  motivate  the  staff 
which  does  wonders  for 
turnover." 

She  urged  all  the  "doubting 
pharmacists"  to  send  staff  on 
these  courses  because  it  would 
make  the  assistants,  the 
pharmacist,  the  public  and  even 
the  banks  happier. 


British  Pharmaceutical  Conference 
CHILTERN  1993 

Calling  all 
prereg 
tutors  ... 

Chemist  &  Druggist  is  offering  a 
preregistration  graduate  the 
chance  to  spend  a  week  at  this 
year's  British  Pharmaceutical 
Conference  to  be  held  at  Reading 


Selected  List 
update 

The  Advisory  Committee  on  Nl  IS 
Drugs,  involved  in  advising  the 
Government  on  additions  to  the 
Selected  List,  met  on  July  6  and 
heard  responses  from  the  makers 
of  drugs  used  in  anaemia. 

Certain  companies  are  being 
notified  that  their  products  are 
being  proposed  for  inclusion  on 
the  Selected  List,  and  they  will 
have  30  days  in  which  to  make 
any  representations  against  this. 

Hypnotics  and  anxiolytics  were 
reviewed,  and  a  report  was  heard 
from  the  sub-group  examining 
drugs  for  allergic  disorders. 

The  next  meeting  on  July  29 
will  hear  reports  from  sub-groups 
on  acne,  shampoos  and  scalp 
preparations,  local  anaesthetics, 
warts,  calluses,  anti-perspirants, 
topical  circulatory  products  and 
drugs  acting  on  the  ear  and  nose. 


DoH/PSNC 
meeting 
postponed 

The  Department  of  Health  has 
postponed  its  plenary  meeting 
with  the  Pharmaceutical  Services 
Negotiating  Committee,  due  to 
take  place  on  July  13. 

PSNC  secretary  Stephen  Axon 
told  C&D  the  reason  given  was 
that  the  DoH  was  not  in  a  position 
to  make  further  offers  at  this 
time.  The  next  meeting  is 
scheduled  for  August  9. 
•  The  Government  came  under 
more  pressure  in  the  Commons 
over  the  2,000  script  threshold 
for  the  professional  allowance 
from  Labour  MP  Colin  Pickhall. 

Replying,  Health  Minister  Dr 
Brian  Mawhinney  said:  "Discus- 
sions are  continuing  with  the 
pharmacists'  representatives 
about  how  best  to  restructure 
fees  to  encourage  better  services 
for  patients  and  improve  value 
for  money.  In  these  discussions, 
we  have  made  it  clear  that  we 
remain  committed  to  ensuring 
that  patients  in  rural  and 
sub-urban  areas  continue  to 
enjoy  reasonable  access  to  a  local 
pharmacy." 


University  from  September  21-24. 

C&D  will  pay  the  registration 
fee  for  one  graduate,  hall  of 
residence  fees  for  the  week,  plus  a 
ticket  for  the  Banquet  —  a  total 
value  of  nearly  £400.  All  you  have 
to  do  is  encourage  your  prereg  to 
enter  the  competition  on  pi  16, 
and  agree  to  give  him  or  her  a 
week's  leave  of  absence. 

The  result  will  be  published  in 
the  August  21  issue.  In  the  mean- 
time, please  make  sure  prereg- 
istration graduates  see  this  issue 
so  they  can  make  their  suggestions. 
We  will  publish  a  page  of  entries 
on  August  21. 


'Training  bargain' 
from  the  NPA 
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THE  CReME  DE  LA  CReME 


CREAM 

.  £45 


dermatoloeical  cream 

tOR  DRY  SKIN  CONDITIONS 


Ever  since  it  was  introduced  over  40  years  ago,  Cream  E45  has  been  dominating  other 
therapeutic  moisturisers. 

At  this  time,  it  has  about  80%  of  this  market,  both  in  units  sold  and  sterling  value.' 
And  its  rate  of  sale  is  6  times  that  of  the  nearest  competitor.2 

It's  not  just  the  dry  skin  market,  either.  The  sales  of  Cream  E45  put  it  in  the  top  10  of  all 
pharmacy  OTC  brands,  regardless  of  product  category.3 

So  to  all  our  competitors,  hard  luck.  And  to  all  the  pharmacists  who  support  Cream  E45, 

merci  beaucoup. 


||    E   4   5       D    E   R   M   A  T   O    L   O   G    I    C   A   L       SKIN  CARE 


Sources:  Nielsen  Defined  Dry  Skin  Market  -  Pharmacies  8  Drugstores.  1. 12  months  to  Dec.  1992. 2.  Nov./Dec.  1992.  3.  Crookes  Healthcare 


Premises  rise 
by  33  in  June 

The  total  number  of  premises 
registered  with  the  Royal 
Pharmaceutical  Society  has  risen 
by  33  to  1 1 ,972  at  the  end  of  June. 

The  largest  rise  came  in 
England,  where  there  were  23 
additions  to  the  register  and  six 
premises  restored.  Only  two  were 
deleted.  In  London,  where  figures 
are  listed  separately,  there  were 
three  additions,  two  restorations 
and  one  deletion. 

In  Scotland,  the  overall  figure 
rose  by  two:  one  addition  and  one 
restoration.  In  Wales,  only  changes 
of  ownership  were  registered  for 
the  month. 


'Health  of 
the  Nation' 
handbook 

A  handbook  aimed  at  showing 
how  everybody  can  take  part  in 
the  drive  towards  better  health 
has  been  published  by  the 
Government. 

The  Healthy  Alliances 
Handbook  is  intended  as  a 
practical  guide  showing  people 
how  to  get  involved  at  grass-roots 
level  with  the  implementation  of 
the  "Health  of  the  Nation" 
strategy. 

The  Handbook  lists  examples 
from  all  over  the  country  of 
different  organisations  working 
together  to  attain  the  targets  set 
out  in  the  White  Paper.  It  also 
explains  how  individuals  and 
organisations  can  get  involved  in 
a  healthy  alliance  and  how  to  set 
one  up. 

•  Copies  of  the  Healthy  Alliance 
Handbook  are  available  from  the 
Department  of  Health,  Health 
Strategy  Unit,  Room  LG06, 
Wellington  House,  133-155 
Waterloo  Road,  London  SE1  8UG. 


Hose-down 
in  the  sun 

Sun-seekers  on  Brighton's 
beaches  were  hosed  down  with 
sunscreen  last  weekend  when 
East  Sussex  Health  Authority  and 
Brighton  Borough  Council 
joined  the  Body  Shop  in  their 
"Be  safe  under  the  sun" 
campaign. 

The  sunscreen  patrols  spray 
SPF  6  lotion,  free  of  charge,  on  to 
sunbathers  or  provide  samples  of 
sun  products  for  those  keen  to 
apply  the  lotion  themselves. 

Sun  information  centres  were 
strategically  placed  along  the 
beach,  and  local  dermatologists 
were  on  hand  to  encourage  people 
to  get  their  moles  checked. 

"Reaction  has  been  very 
positive,"  said  a  spokeswoman  for 
the  Body  Shop,  "except  from  men 
and  teenagers." 


What  will 
Boots  be  up 
to  next? 


wheels  of  bureaucracy  move 
slowly  and  the  Department 
dithers,  Boots  continue  to 
appear  to  thumb  their  nose  at 
their  community  pharmacy 
colleagues. 


Caught 
between 
two  stools 


I  have  always  suspected  that 
Boots'  principle  motivation  for 
any  of  their  initiatives  is 
commercial  self-interest.  Their 
latest  arrangement  with 
Sainsbury  to  open  in-store 
pharmacies  merely  confirms 
this  view. 

Boots  already  possess  the 
undoubted  muscle  to 
"shut-out"  the  opposition 
but,  at  the  same  time,  like  a 
spoilt  child  who  has  to  have 
every  piece  of  the  action,  they 
are  applying  for  NHS 
contracts,  when  applications  by 
other  pharmacies  have 
been  refused  (C&D  July  10 
p45). 

The  granting  of  NHS 
contacts  within  one-stop 
superstores  may,  as  Boots 
maintain,  be  convenient  for 
shoppers  using  those  stores, 
but  by  no  stretch  of  the 
imagination  can  it  be  deemed 
necessary. 

In  fact,  to  dilute  the  volume 
of  NHS  prescriptions  available 
locally  may  restrict  the  ability 
of  community-based 
pharmacies  to  provide 
improved  services. 

It  would  appear,  however, 
that  Boots  pay  no  particular 
heed  to  overall  pharmaceutical 
service  because,  allied  to  these 
unnecessary  applications,  is  the 
stated  threat  that  if  they  are 
not  granted  then  alternative 
arrangements  to  provide  NHS 
dispensing  facilities  may  be 
considered. 

I  can  only  conclude  that 
Boots  arrogantly  mean  to 
extend  their  already 
condemned  practice  in  some 
city  areas  of  "bussing" 
prescriptions  to  another 
location  which  happens  to  suit 
them. 

In  Scotland  this  policy  was 
long  ago  deemed  illegal  and 
the  Department  of  Health's 
intention  to  outlaw  it  in 
England  and  Wales  was  made 
public  soon  after. 

Why  then  have  I  since  heard 
nothing  of  its  implementation? 
I  know  consultation  proposals 
were  published  but,  while  the 


Taking  stock 
of  nostalgia 

When  I  purchased  my  present 
pharmacy  all  drugs,  whether 
proprietaries  i >r  galenicals, 
were  stored  in  similarly  sized 
jars,  neatly  labelled  and  stacked 
in  uniform  rows. 

To  achieve  this  level  of 
aesthetic  excellence,  all  new 
purchases  were  transferred  to 
these  "stock"  bottles  and  any 
excess  confined  out  of  sight  in 
the  stockroom  until  needed. 

The  result  was  nostalgically 
magical  but,  by  present 
standards,  potentially 
disastrous. 

Times  do,  however,  change. 
I  now  do  very  little 
extemporaneous  dispensing 
and  instead  of  proudly 
displaying  those  rows  of  neatly 
labelled  bottles  for  public 
admiration,  I  am  now  forced 
to  hide  all  packs  behind 
uniform  banks  of  stove 
enamelled  pull-out  stacking 
draws. 

Clinically  efficient  maybe, 
hut  the  nostalgia  of  yesterday 
now  proudly  on  display  above 
the  dispensary  still  brings  a 
lump  to  my  throat. 


I  practise  from  premises  where 
there  is  no  possibility  of 
expansion  and  in  an  area  where 
there  is  little  other  available 
commercial  property.  I  look 
enviously  at  those  pharmacists 
who  have  the  space  to  adapt  to 
a  changing  role  while  all 
I  can  do  is  dream  of  rubber 
walls. 

Meanwhile,  my  rent  and 
rates  remain  relatively  high  so 
the  necessity  to  produce  a 
reasonable  return  from  every 
square  inch  of  space  becomes  a 
priority. 

This  process  is  not  helped  by 
a  reducing  gross  profit  from 
the  NHS  but,  as  the  pressures 
mount  to  introduce  a 
professional  allowance,  the 
space  required  to  comply 
with  my  NHS  contract  will 
increase. 

It  seems  an  accepted  fact 
that  in  some  way  the 
professional  allowance  will  be 
coupled  with  the  provision  of  a 
range  of  additional  services  and 
an  audit  procedure  will 
monitor  its  payment. 

In  a  low  unit  cost  pharmacy 
with  ample  space  this  could 
present  golden  opportunities, 
but  there  are  many  pharmacies 
similar  to  mine  where  the 
necessary  increased  space 
devoted  to  NHS  work  will 
effectively  reduce  the  overall 
return  on  the  whole 
business. 

My  loss  will  become  my 
colleague's  gain,  but  my 
problems  are  real  and  have  not 
so  far  been  addressed  by  any 
model  I  have  seen  for  the 
payment  of  the  professional 
allowance. 

The  effects,  at  a  low  level  of 
payment,  may  not  be  extreme. 
But  at  the  higher  levels,  the 
more  I  strive  to  achieve 
professional  excellence  the 
more  financially  vulnerable  I 
will  become. 

I  will  be  providing  a 
"demonstrable  contribution  to 
the  NHS  services"  but  that  will 
be  little  consolation  when  I 
shut  my  doors  for  the  last 
time,  unable  any  longer  to 
sustain  from  NHS  income  my 
high  rent  and  rates  and 
commercially  unable  to  reduce 
those  overheads  while  still 
providing  the  required  level  of 
service  to  my  patients. 


Topical 

REFLECTION 
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Scriptspecials 


Duovent  UDVs  offer 
nebuliser  combination 


Duovent  unit  dose  vials  from 
Boehringer  Ingelheim  offer  an 
anticholinergic/beta-agonist  com- 
bination nebuliser  solution. 
Each  vial  contains  4ml  of  an 


lopidine 
after  surgery 

Alcon  have  introduced  lopidine 
—  single  use  0.25ml  ampoules  of 
apraclonidine  hydrochloride  1.5 
per  cent  —  for  the  control  or 
prevention  of  intra-ocular 
pressure  elevation  following 
anterior  segment  laser  surgery. 

One  drop  should  be  instilled 
one  hour  before  surgery  and  one 
immediately  after  the  procedure. 
The  product  is  not  recommended 
for  use  in  children. 

Acute  transiently  raised  intra- 
ocular pressure  is  a  post-operative 
complication  of  ocular  laser 
surgery. 

Adverse  reactions  are  mild  and 
of  low  incidence  (hyperaemia  1.8 
per  cent,  lid  retraction  1.3  per 
cent,  conjunctival  blanching  0.4 
per  cent). 

Presented  in  foil  pouches,  24  x 
0.25ml  LDPE  ampoules  cost  £84 
(product  licence  0649/0120).  Al- 
con Laboratories  Ltd.  Tel:  0923 
246133. 


isotonic  preservative-free  solution 
of  ipratropium  bromide  (0.5mg) 
and  fenoterol  hydrobromide 
(1.25mg)  for  administration  via  a 
nebuliser. 

This  combination  of  broncho- 
dilators  with  complementary 
modes  of  action  has  been  shown 
to  produce  a  significantly  greater 
response  than  either  component 
alone  without  an  increase  in  the 
incidence  of  side-effects,  say 
Boehringer. 

The  product  is  indicated  for  the 
management  of  acute  severe 
asthma  or  acute  exacerbation  of 
chronic  asthma  presenting  as  an 
emergency  requiring  treatment 
by  nebuliser. 


Duovent  UDVs  may  be  given 
via  an  intermittent  positive 
pressure  ventilator  or  a  properly 
maintained  nebuliser. 

In  adults  and  children  over  14, 
one  vial  should  be  nebulised 
immediately  asthma  symptoms 
present.  Repeat  dosing  may  be 
given  at  a  doctor's  discretion  up 
to  a  maximum  of  four  vials  in  24 
hours. 

Precautions  are  as  for  other 
beta-agonists  or  anticholinergics. 
See  Data  Sheet  for  details. 

Duovent  UDV  is  a  prescription- 
only  medicine  (PL0015/0164)  and 
comes  in  packs  of  20  (£10  basic 
NHS).  Boehringer  Ingelheim  Ltd. 
Tel:  0344  424600. 


Toradol  restrictions 


Restrictions  on  the  recommended 
dose  and  duration  of  treatment 
of  Toradol  (ketorolac)  are  given 
in  the  latest  issue  of  Current 
Problems,  the  Medicines  Control 
Agencv  newsletter. 

Toradol  is  a  non-steroidal 
anti-inflammatory  agent  used  in 
the  short-term  management  of 
moderate  to  severe  post-operative 
pain. 

While  the  oral  dosage  remains 
unchanged,  the  starting  dose  for 


Medical  matters 


Vitamin  K  in  the 
newborn  debate 
continues 


Conn  n  that  the  intramuscular 
administration  of  vitamin  K  to 
newborn  children  might  cause 
childhood  cancer  has  been 
allayed  following  publication  of 
the  results  -  >f  a  large  Swedish  trial 
in  the  British  Medical  Journal. 

The  study,  which  compared 
the  incident  of  childhood 
cancers  in  ovei  one  million 
children  given  vitamin  K  by  IM 
injection  with  270,000  where  it 
was  given  orally,  showed  there 
was  no  elevated  risk  using  the  IM 
route. 

All  Swedish  infants  born  full 
term    after  non-instrumental 
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delivery  during  1973-89  were 
followed  up  for  cancer  until  1992. 

The  results  contradict  a  British 
study  published  in  the  BMJ  last 
September.  The  study,  which 
received  considerable  media 
publicity,  suggested  that  IM 
injection  of  neonates  with 
vitamin  K  was  associated  with  a 
doubled  risk  of  cancer  compared 
to  oral  or  no  vitamin  K. 

The  doses  of  the  vitamin  in  the 
Swedish  study  were  similar  to 
those  used  in  Britain.  The 
Swedish  authors  can  suggest  no 
reason  for  the  discrepancy  in 
results. 


parenteral  administration  has 
been  reduced  to  lOmg  with 
subsequent  doses  of  10-30mg 
four  to  six  hourly  as  required. 

The  total  daily  dose  has  been 
reduced  to  90mg  for  the 
non-elderly  and  60mg  for  the 
elderly.  The  maximum  duration 
of  parenteral  treatment  has  been 
reduced  to  two  days  for  all  ages. 

Manufacturers  Syntex  have 
introduced  a  lOmg  IV  ampoule 
(10x1ml,  £10.90  basic  NHS). 


Tamoxifen 
trial  row 

The  Medical  Research  Council  is 
refusing  to  support  a  trial  of  the 
drug  tamoxifen  in  the  prevention 
of  breast  cancer  in  healthy 
women. 

The  trial,  by  the  UK  Co- 
ordinating Committee  on  Cancer 
Research,  will  see  15,000  women, 
at  increased  risk  of  breast  cancer, 
receive  placebo  or  drug  for  five 
years. 

The  MRC  says  there  is  only 
limited  information  about 
tamoxifen's  long-term  effects  in 
healthy  people.  They  will  only 
support  a  controlled  trial  in 
women  aged  over  40  known  to  be 
at  a  particularly  high  risk  of 
breast  cancer. 

The  UKCCR  believe  tamoxifen 
could  prevent  1,500  of  the  27,000 
breast  cancer  cases  diagnosed 
each  year. 


New  look  Lasix 

Lasix  40mg  tablets  have  changed 
appearance  and  are  now  scored 
with  the  letters  "DLI"  on  either 
side  of  the  score  line.  Previously 
they  carried  "DLI"  on  one  side  of 
the  score  line  and  40  on  the 
other.  Hoechst  UK.  Tel:  081-570 
7712. 

ACBS  approval 

Juvela  gluten-free  fibre  bread  rolls 
(15,  £7.55)  have  been  approved  by 
the  Advisory  Committee  on 
Borderline  Substances  for  use  in 
gluten-sensitive  enteropathies 
including  steatorrhoea  due  to 
gluten  sensitivity,  coeliac  disease 
and  dermatitis  herpetiformis. 
Scientific  Hospital  Supplies.  Tel: 
051-228  1992. 

Conotrane  and  Herpid 

An  agreement  with  Boehringer 
Ingelheim  means  that,  with 
immediate  effect,  Brocades  will  be 
taking  over  the  marketing  of 
Conotrane  antiseptic  cream  and 
Herpid  Paint.  All  orders  and 
inquiries  should  go  to  Brocades 
(GB)  Ltd.  Tel:  0344  424600. 

Dihydergot 
injection 

Sandoz  are  discontinuing 
Dihydergot  injection  from  July  19 
and  advise  that  all  patients 
currently  receiving  the  product 
for  management  of  acute 
migraine  are  reviewed.  Sandoz 
Pharmaceuticals.  Tel:  0276 
692255. 

Names  change 

Scientific  Hospital  Supplies  have 
made  minor  modifications  to  the 
packaging  and  brand  names  of  the 
Analog,  Maxamaid  and  Maxamum 
product  ranges.  Letters  which 
previously  appeared  as  a  suffix 
will  now  appear  as  a  prefix  (eg  XP 
Maxamaid).  Maxamaid  and 
Maxamum  will  now  appear  in 
500g  cans.  The  changes  will  be 
phased  in  during  the  next  few 
months.  Scientific  Hospital 
Supplies.  Tel:  051-228  1992. 

Novo  distribution 

From  August  2,  all  Novo  Nordisk 
Products  will  be  distributed  by 
the  Wellcome  Foundation,  who 
take  over  some  lines  from 
Farillon.  Orders  may  be  included 
in  normal  Wellcome  stock  orders 
and  sent  to  the  company  from 
July  26.  Novo  Nordisk 
Pharmaceuticals.  Tel:  0293 
613555. 

Nitoman  shortages 

Roche  are  warning  that,  due  to 
production  difficulties,  Nitoman 
tablets  are  likely  to  be  out  of 
stock  for  at  least  the  next  three 
weeks.  Roche  Products  Ltd.  Tel: 
0707  366000. 
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They  won't  be 
sitting  for  long 

Tell  your  customers  about  Isogel's 
unbeatable  value,  then  watch  those 
bulk  packs  move! 

Best  value  for  money  -  that's  what 
made  Isogel  the  No.  1  bulk  packed 
ispaghula  drink  by  volume. 


Iso 


Ispaghula  Husk  BP 

The  best  value  bowel  regulator 


Charwell  Pharmaceuticals  Ltd.,  Charwell  House,  Wilsom  Road,  Alton,  Hants  GU34  2TJ 


Skin  irritation? 

Dermidex  is 
the  effective  solution 


DERMIDEX  SOOTHES 
All  sorts  of  everyday  items  can  cause 
skin  reactions.  Dermidex  soothes  and 
calms  skin  reactions  caused 
by  household  detergents,  soaps. 


including  children  over  4  years  of  age. 


deodorants,  knitweai 


and  jewellery. 

It  also  helps  reduce  the  pain 
and  soreness  caused  by  minor  cuts, 
grazes,  scratches,  chapping,  and  insect 
bites  and  stings. 

SAFE  FOR  USE 
ON  BROKEN  SKIN 

You  can  confidently  recommend 

Dermidex  for  use,  even  when  there 

is  broken  skin.  It  is  also 


)  use  on  the  face  and 
completely  safe  for  the  whole  family. 


T 
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Dermidex  is  the  same  trusted  formula 


it  has  always  been:  a  gentle  yet  y— 


effective  combination  of  local 


anaesthetic  and  antiseptics  to  \| 


T)  J 


calm  irritation  and  help  promote  healing. 
Now  it  has  an  attractive  new  look 
which  achieved  excellent  results 


when  researched  amongst 


—  skin  irritation  sufferers  -  and 
will  achieve  excellent  sales 


results  for  you. 

So  the  next  time  vv; 
your  customers  want 
soothing  relief  for  irritated 
skin,  reach  for  the  effective  answer 
Dermidex  Dermatological  Cream. 


Dermidex 

Dermatological  Cream 


Dermatolosical  Cream 


\i  I  IV  H  INGREDIEN"!  S: 

Lidocaine(INN)  U.S.P.XXI.  I  2ir ,  w/u 

Chlorbutanol  (INN)  B  P  LOOT  w/u 

Aluminium  Chlorhydroxyallantoinatc  ')  25' .  w/u 

Cetrimide  (Cetrimonium  Bromide  INN )  B  P  I)  50'  I  w/w 
DERMIDEX  IS  AVAILABLE  IN  30G  AND  50G  TUBES. 


Seton 

Healthcare  Group  pic 


Dermidex  is  a  Trade  Mark  of  Seton. 


Counterpoints 


Thera-med  2  in  1  to 
shake  up  oral  care 


Henkel  Cosmetics  have 
brought  their  two-in-one 
Thera-med  toothpaste/ 
mouthwash  to  the  UK 
market  following  its 
successful  European 
launch  over  the  past  nine 
months,  backing  it  with  a 
£2.25  million  promotional 
spend. 

The  clear  gel  is 
premium  priced  at  £1.55 
for  75ml  in  two  variants, 
blue  coloured  cool  mint 
and  green  fresh  mint. 
Packed  in  a  squat,  palm-of- 
hand  sized,  clear  plastic 
bottle  with  twist-off  white 
cap,  Thera-med  is  said  to 
be  around  20  per  cent 
more  economical  in  use 
than  its  conventional 
toothpaste  competitors 
with  the  added  benefit  of 
built-in  mouthwash. 

Active  ingredients  are 
sodium  fluoride  0.23  per 
cent  and  sodium  azacyclo- 
pheptane  diphosphonate 
1.15  per  cent. 

Henkel  say  UK  trials 
have  been  successful,  with 
high  acceptance  of  the 
concept  and  price,  leaving 
excutive  director  David 
Cochrane  confident  of  a 
£10m  share  of  the  £368m 


oral  care  market  within  12 
months.  In  the  German 
launch  market,  it  took  5 
per  cent  in  six  months. 

Mr  Cochrane  believes 
the  pan-European  brand 
name  is  ideally  suited  to 
the  UK  pharmacy  market, 
identifying  with  its 
high-tech  therapy  image. 

Available  through 
wholesalers  by  transfer 
order  at  £11.93  per  dozen 


(launch  offer  of  six  free  on 
four  dozen),  TV  advertising 
begins  on  September  6 
with  a  five-week  campaign. 
Henkel  Cosmetics.  Tel: 
081  804  3343. 


Disposable  pants 
train  toddlers 


to 


Peaudouce  are  introducing 
disposable  training  pants 
called  Up  and  Go. 

Designed  for  children 
aged  18  months  plus,  Up 
and  Go  look  and  perform 
like  pants. 

They  have  a 
multi-stranded  elasticated 
panel  to  give  a  snug, 
leak-free  fit,  and  tear-away 
side  panels  to  allow  easy 
removal  in  case  of 
"accidents". 

The  pants  also  have  a 
moisture-proof  textile 
backsheet  that  features 
colourful  designs  to  appeal 
to  toddlers. 

Available  in  boy/girl 
variants  in  26/351b  and 
33/351b  in  packs  of  22  or 
20  respectively,  Up  and  Go 
will  be  supported  by  a 
television  advertising 
campaign,  as  well  as  direct 
mail  and  money  off 
vouchers.  Peaudouce  (UK) 
Ltd.  Tel:  0952  292222. 


A  folic 
first  for 
vegans 

The  first  folic  acid 
supplement  suitable  for 
vegans  and  vegetarians  is 
now  available,  FSC's  Folic 
Acid. 

Each  tablet  contains 
400mcg  of  folic  acid,  to  be 
taken  before  and  in  the 
first  12  weeks  of  pregnancy 
to  reduce  the  risk  of 
neural  tube  defects. 

FSC's  Folic  Acid  retails 
at  £2.49  for  90.  The  Health 
and  Diet  Company.  Tel: 
0204  707420. 


French 
chic  for 
Nailoid 

Nailoid  gets  a  touch  of 
chic  with  the  addition  of  a 
French  manicure  kit.  The 
pack  (£4.99)  holds  three 
bottles  of  top  coat,  natural 
polish  and  ivory  polish  for 
nail  tips.  The  pack  is  the 
first  product  to  feature  the 
new  Nailoid  look  blue  and 
silver  livery.  Richards  & 
Appleby.  Tel:  0695  20111. 


Magnatol  to  relieve 
pain  of  heartburn 


Sterling  Health  are 
targeting  heartburn 
sufferers  with  the  launch 
of  Magnatol,  designed  to 
stop  the  pain  of  acid 
burning. 

Magnatol  has  a  double- 
action  formulation  with  a 
cool  mint  flavour  (200ml, 
£2.99).  It  combines  the 
antacids  potassium 
bicarbonate  600mg, 
alexitol  sodium  300mg  and 
magnesium  carbonate 
lOOmg  with  xanthan  gum 
180mg.  The  latter  is  a 
rafting  agent,  and  acts 
with  alexitol  sodium  to 
form  a  barrier  to  prevent 
further  acid  rising  into  the 
oesophagus. 

Recommended  dosage 
for  adults  and  children 
over  12  years  is  four  5ml 
spoons  (20ml)  at  the  onset 
of  discomfort.  This  can  be 


Revlon's  new  Hair 
Treatment  range  promises 
to  re-energise  hair  with  a 
range  of  six  products.  The 
company  has  also  extended 
their  Flex  range. 

Hair  Treatment 
Moisturising  shampoo 
(200ml,  £11.50)  is  designed 
for  dry  hair  and  will  give  it 
shine  and  manageability, 
say  Revlon.  Restorative 
Conditioning  cream  (50ml, 
£9.50)  is  a  leave-in 
conditioner  applied  to 
damp  hair  before  styling. 

Volumising  shampoo 
(250ml,  £8.50)  is  designed 
to  give  body  and  shine  to 
fine  hair.  Vitalising 
Conditioning  spray  (250ml, 


repeated  after  meals  and  i 
bedtime  to  a  maximum  of  j 
four  doses  (80ml)  in  24 
hours.  It  is  not 
recommended  for  children; 
under  12  years. 

Magnatol  is  suitable  for 
patients  who  suffer  from 
hypertension  or  heart 
conditions,  say  Sterling 
Health,  as  it  has  a  sodium 
content  of  less  than  15mg 
per  20ml  dose. 

A  peel  and  read  label 
on-pack  informs  patients 
of  the  differences  between 
heartburn  and  indigestion. 

The  launch  will  be 
supported  by  a  £750,000 
campaign  and  a 
competition  for  assistants 
offering  prizes  of  sports 
bags.  Entry  forms  are 
available  from  Sterling 
Health  reps.  Sterling 
Health.  Tel:  0483  65599. 


Revlon  gives  hair  a 
treat  with  new  range 


£9.50)  is  for  fine  hair  that 
needs  light  conditioning. 

For  styling  there  is 
Styling  &  Moisturising 
mousse  (150ml,  £6.50), 
which  can  be  used  on  wet 
or  dry  hair.  Hold  &  Gloss 
spray  (250ml,  £7.50)  will 
add  shine  to  hair. 

Flex  Revitalising 
shampoo  (200ml,  £1.49; 
350ml,  £2.35)  and 
Replenishing  conditioner 
(200ml,  £1.49;  350ml, 
£2.35)  contain  silk 
proteins  and  have  a  new 
fruity  floral  fragrance. 

The  launch  will  be 
supported  by  television 
advertising.  Revlon.  Tel: 
071-629  7400. 
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A  series  of  modern  abstract  designs  have  been  introduced 
to  the  Ulti-Mam  soother  range.  There  are  two  designs  in 
bright  colours  to  match  the  forest  green,  red  and  dark  blue 
shades  recently  introduced  into  the  feeding  range.  The 
soothers  retail  at  £2.65  per  pair.  Mam.  Tel:  021-459  4304 
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Now  you  can  recommend 

Nicorette  Patch 
with  added  confidence. 

Two  large  multicentre  GP  studies  recently  published  find: 


In  recommending  Nicorette®  Patch,  you  now  have  added  confidence  that: 
You  can't  recommend  a  more  effective  nicotine  patch. 
You  can't  recommend  a  better  tolerated  patch. 

NICORETTE 
 Patch  

Abbreviated  prescribing  information 

Nicorette  Patch  15  mg,  10  mg  and  5  mg.  Presentation:  Transdermal  delivery  system  available  in  sizes  (30,  20  and  10  cm2)  releasing  15  mg,  10  mg  and  5  mg  of  nicotine 
respectively  over  16  hours  Indications:  Treatment  of  nicotine  dependence,  relief  of  withdrawal  symptoms  associated  with  smoking  cessation  Dosage  and  Administration: 
Nicorette"  Patch  should  not  be  used  concurrently  with  other  nicotine  products  and  patients  must  stop  smoking  completely  when  starting  treatment  The  recommended 
treatment  programme  should  occupy  3  months.  One  Nicorette"  Patch  should  be  applied  to  a  dry,  non-hairy  area  of  skin  on  the  hip,  upper  arm  or  chest  in  the  morning  and 
removed  at  bedtime  Application  should  be  limited  tol  6  hours  within  any  24  hour  period  Patients  are  recommended  to  commence  with  one  1 5  mg  patch  daily  for  the  first  8 
weeks  Patients  who  have  remained  abstinent  should  then  be  supported  through  a  weaning  period,  consisting  of  one  10  mg  patch  daily  for  2  weeks  followed  by  one  5  mg 
patch  daily  for  a  further  2  weeks  Patients  should  be  reviewed  at  3  months  and  if  abstinence  has  not  been  achieved,  further  courses  of  treatment  may  be  recommended  if  it  is 
considered  that  the  patient  would  benefit,  Contra-indications.  Warnings  etc  Contra-indications  -  Non  smokers,  children  under  18  years,  pregnancy,  lactation,  known 
hypersensitivity  to  nicotine  or  component  of  patch 

Precautions:  History  of  angina,  recent  myocardial  infarction  or  cerebrovascular  accident,  serious  cardiac  arrythmias,  systemic  hypertension  or  peripheral  vascular  disease, 
history  of  peptic  ulcer,  diabetes  mellitus.  hyperthyroidism,  phaechromocytoma,  chronic  generalised  dermatological  disorders  Warnings:  Erythema  may  occur  If  severe  or 
persistent  discontinue  treatment  Drug  Interactions:  See  full  data  sheet  Side-effects:  Application  site  reactions  (e  g.  erythema  and 
itching),  headache,  dizziness,  nausea,  palpitations,  dyspepsia  and  myalgia  Other  subjective  sensations  associated  with  smoking 
cessation  or  nicotine  administered  by  smoking  may  occur  Legal  Category:  P  Package  quantities:  Cartons  containing  Nicorette' 
Patches  in  single  sachets  in  the  following  quantities:  Nicorette'  Patch  15  mg  (PL  0022/0105)  -  packs  of  7  (£9  07)  and  28  (£36  28) 
Nicorette'  Patch  10  mg  (PL  0022/0104)  -  packs  of  7  (£8  36)  Nicorette'  Patch  5  mg  (PL0022/0103)  -  packs  of  7  (£7  20)  Full 
prescribing  information  available  on  request  from:  Kabi  Pharmacia  Ltd,,  Davy  Avenue,  Knowlhill.  Milton  Keynes,  Buckinghamshire, 
MK5  8PH  References:  7.  Russell,  MAH  .  etal  B  Med  J .  1993.  1305-12  2  ICRF  GP  Research  Gp  ,  B-  Med  J  1993:  306:1306-8 


Bronz  Silk  for  an 
instant  glow 


Bronz  Silk  is  a  new  powder 
from  the  makers  of  Corn 
Silk  which  gives  an  instant 
sunkissed  look. 

Made  from  the  same 
ingredients  as  Corn  Silk,  it 
will  absorb  excess  oil  and 
perspiration  from  skin,  say 
Chattem. 

Available  in  pressed  or 
loose  powder  format 
(£9.99),  it  comes  in  one 
shade.  Point-of-sale 
material,  including  testers, 
is  available.  The  launch 
will  be  supported  with 
advertising  in  women's 
magazines.  Chattem  Ltd. 
Tel:  0256  844144. 


Leading 
edge 

Crookes  have  produced 
shelf-edging  to  promote 
their  PR  Sprays 
throughout  August  and 
September.  Pre-packed 
with  six  PR  Heat  Sprays 
and  six  PR  Freeze  Sprays, 
the  unit  coincides  with 
further  promotional 
activity  for  the  brands. 
Crookes  Healthcare.  Tel: 
0602  507431. 


Compact  addition 


A  Compact  Eyeliner  is  the 
latest  addition  to  the 
Ultima  II  range  of 
cosmetics. 

A  creamy,  dust-free 
powder  in  a  slim  compact, 
it  can  be  used  wet  to 
achieve  an  intense  line  or 
dry  for  a  softer  look. 

It  comes  in  Jet  Black, 
Deep  Brown  and  Stone 
Green  (£10.50). 

Colour  in  Moderation  is 
the  new  Autumn  palette 
for  Ultima  II,  a  mix  of 
muted  terracotta,  cognac 
and  sepia  shades. 


For  eyes  there  is 
Monochrome  eyecolour  in 
Gold  (£10.50)  and 
Duochrome  eyecolour  in 
Truffle/Light  Pink  and 
Dust/Sepia  tones  (£15). 

Cheeks  are  coloured 
with  blusher  in  Cool  Pink 
or  Burnished  Bordeaux 
(£16).  For  lips  there  are 
four  new  Lipchrome 
shades  (£10)  —  Cancan, 
Cocoaberry,  Cognac  and 
Rubine,  with  matching 
Nail  Chrome  (£7.50). 
Revlon  International. 
Tel:  071-629  7400. 


(What  a  relief  for  everyone) 

PAIN 

RELIEF 

WITHOUT 

PILLS 

F<  -  "HE  RELIEF  OF  BACKACHE,  RHEUMATIC 
&  MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 

Product  Licence  held  by  Diomed  Developments  Ltd.  Further  information  available  from  DDD  Ltd., 
94  Rickmansworth  Road,  Watford,  Herts  WD1  7JJ.      Active  ingredient  ibuprofen  B.P.  5.0%  w/w. 


Revlon  cosmetics  go 
for  glamour 


Revlon  are  increasing  their 
range  of  cosmetics  with  a 
host  of  additions. 

There  are  three  new 
mascaras.  Quick  Thick 
mascara  (£5.50)  provides 
instant  volume,  is 
water-resistant  and 
flake-proof.  Long  Distance 
mascara  (£5.50)  is  a  light 
water-based  emulsion  with 
a  quick-drying  formulation 
to  give  lashes  extra  length. 
Water  Tight  mascara 
(£5.50)  is  waterproof,  but 
easy  to  remove,  say 
Revlon.  All  are  available  in 
black,  brown/black  and 
navy. 

New  Complexion 
Concealer  (£8.50)  is 
designed  to  be  used  with 
New  Complexion 
Foundation.  It  is  a  creamy, 
moisturising  formulation, 
designed  for  use  around 
the  eye  area  to  camouflage 
dark  shadows  and 
blemishes. 

Revlon  have  also 


punched  a  collection  of 
slimline  lip,  eye  and  brow 
pencils  to  complement 
their  cosmetics.  The 
eyeliner  (£5.95)  comes  in 
seven  shades,  the  lipliner 
(£5.95)  in  five  shades  and 
eyebrow  pencil  (£5.95)  in 
three  shades. 

The  new  Autumn  look 
for  Revlon  is  called 
Passionate  Temptation  and 
is  a  mix  of  golds,  reds  and 
wines. 

For  eyes  there  are  four 
new  Custom  Eyes  shades: 
Vintage  Wine,  Breathless 
Blue,  Tender  Green  and 
Amber  Desire.  Cheeks  are 
dusted  with  New 
Complexion  Blush  in  Hush 
Blush,  a  soft  pink,  and 
Honey  Kiss,  a  golden 
peach.  Lips  take  centre 
stage  in  new  Moisture 
lipstick  shades  Raven  Red, 
Passionate  Wine,  Dragon 
Red  and  Red  Temptation. 
Revlon  International.  Tel: 
071-629  7400. 


Firming  additions  to 
Revlon  Absolutes 


Revlon  are  extending  their 
Absolutes  skincare  range 
with  two  products, 
Anti-Aging  Firming  Cream 
and  Refining  Eye  Complex. 

The  Anti-Aging  Firming 
Cream  (50ml,  £16.50)  is 
designed  to  give  softer, 


smoother  skin  and  should 
be  applied  twice  daily. 
Refining  Eye  Complex 
(15ml,  £12.50)  is  a  light, 
non-greasy  formulation 
which  reduces  puffiness 
around  the  eyes.  Revlon 
Intl.  Tel:  071-629  7400. 


Extra  sweet 

Original  Hermesetas  are 
being  supported  by  an  extra 
value  promotion,  offering  a 
free  pocket  dispenser 
containing  120  tablets  with 
the  1,200  dispenser  pack 
and  10  per  cent  extra  with 
the  300  dispenser  pack.  The 
Jenks  Group.  Tel:  0494 
442446. 

Discover  Today 

Carter  Wallace  are 
advertising  their  Discover 
Today  one-step  home 
pregnancy  test  throughout 
the  Summer  and  Autumn. 
Carter-Wallace  Ltd. 
Tel:  0303  850661. 

Healthy  drink 

Le  Vit  is  a  new  sparkling 
juice  drink  containing 
vitamins.  The  drink  is  a 
combination  of  spring 
water,  ten  fruit  juices  and 
vitamins  C,  Bl,  B2,  B12 
and  B6.  The  Gaymer 
Group.  Tel:  0275  836100. 

Eden  reborn 

East  of  Eden  toiletries  and 
cosmetics  have  been 
relaunched  by  the 
company's  new  owners. 
Products  have  been 
repackaged  and 
reformulated  and  new 
variants  added.  The  range  is 


registered  with  BUAV, 
RSPCA  and  BWCC.  East  of 
Eden.  Tel:  061-256  4369. 

Extra  from  Agfa 

All  customers  buying  two 
single  Agfa  films  get  a  free 
Agfacolor  200  film  as  part 
of  their  late  Summer 
promotion.  The  Jenks 
Group.  Tel:  0494  442446. 

Super  G  boost 

Fuji  are  offering  consumers 
two  Fujicolor  Super  G  36 
films  for  the  price  of  two  24 
exposure  films.  A  counter 
top  merchandiser  is 
available  to  support  the 
offer.  Super  G  will  be 
backed  by  a  nationwide 
poster  campaign.  Fuji.  Tel: 
071-586  5900. 

Do-Do  revived 

Do-Do  gets  a  second  burst 
of  its  £500,000  campaign, 
with  advertising  in  daily 
and  Sunday  papers  until 
the  end  of  August.  Zyma. 
Tel:  0306  742800. 


Clic  appeal 

Children's  charity  Clic  is  to 
receive  sponsorship  from 
Cow  &  Gate,  which  will 
enable  the  charity's 
ambulance  to  stay  on  the 
road  for  a  year.  Cow  & 
Gate.  Tel:  0225  768381. 
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You  don't  have  to  be  a  champion  to  join  the  celebration! 


Sanatogen 


COD  LIVER  OIL 


SPONSORS  OF 

ENGLISH  BOWLING  ASSOCIATION  NATIONAL  CHAMPIONSHIPS 
NATIONAL  CHAMPION  OF  CHAMPIONS  COMPETITION 
NATIONAL  55's  AND  OVER  COMPETITIONS 

Invite  you  to  enter  our  prize  draw  for  an  all  expenses  paid  trip  to  the  English  National 
Championships  on  12th  and  13th  August  1993  to  help  us  celebrate  our  commitment  to  this 
growing  sport. 

You  will  have  the  opportunity  to  play  in  a  Pharmacy  Singles  Competition,  receive  expert  tuition 
from  leading  coaches  and  meet  some  of  the  bowls  champions  past  and  present.  Your  hotel 
accommodation,  travel  and  meals  will  be  provided  compliments  of  SANATOGEN  COD  LIVER 
OIL. 

The  first  twelve  names  pulled  from  our  prize  draw  will  be  our  lucky  winners  with  6  runners  up 
receiving  a  custom  set  of  bowls  each. 

To  enter,  please  fill  in  the  form  below  and  return  to:  SANATOGEN  COD  LIVER  OIL  BOWLS,  Lickhill  House,  45 
Lickhill  Road,  Calne,  Wiltshire  SN11  9EZ. 

Deadline  for  entry  is  23rd  July.  Winners  will  be  notified  by  30th  July. 


NAME  

ADDRESS. 
TEL:(DAY) 


(EVENING) 


Bronnley  target 
younger  women 


Reflections  marks  a  new 
departure  for  Bronnley:  a 
fragrance  range  with  a 
much  younger  target 
market  than  existing 
Bronnley  products. 

Based  on  natural 
essential  oils  and  extracts, 
Reflections  comprises  two 
fragrance  ranges, 
Shambrilla  and  Saponaria. 
Shambrilla  is  a  warm 
oriental  fragrance  and 
takes  its  name  from  the 
white  flower  meadowfoam. 
The  fragrance  also 
includes  jasmin, 
sandalwood,  cassis,  rose 
and  violet  leaves. 

Saponaria  is  a  cool  tresh 
fragrance  which  takes  its 
name  from  the  Saponaria 
gypsophilia  plant.  It  also 
contains  petigrain  oil, 
middle  notes  of  mimosa 
and  clary-sage  and  base 
notes  of  ylang-ylang  and 
sandalwood. 

Products  in  the 
Reflections  range  include: 
moisturising  soaps  (three 
lOOg  bars  in  a  box  £5.95); 
moisturising  body  spray,  a 
milkv  lotion  for  all-over 
application  (100ml  £5.95); 
moisturising  shower  gel,  a 
combined  bodv  lotion  and 
foaming  gel  (200ml  £5.95); 
moisturising  bath  milk,  an 
oil  which  turns  water  to  a 
creamy  milk  (200ml 
£5.95);  bath  gelee  (200ml 
£5.95);  eau  de  toilette 
(50ml  £9.95);  and  hand 
and  nail  cream  which 
contains  pro-vitamin  B5 
(100ml  £5.95). 

Sample  sets  containing 
25g  soap  and  30ml  shower 
gel  or  30ml  bath  milk  and 
30ml  bath  gelee  are 


V 
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available  (£1.95  each). 

Point-of-sale  material 
includes  carrier  bags,  show 
cards,  shelf  strips  and 
testers. 

The  range  was 
extensively  researched,  say 
Bronnley,  among  its  target 
25  to  40-year-old  age 
group. 

The  three  main  benefits 


which  women  looked  for 
in  a  toiletry  range  were 
quality,  femininity  and 
luxury,  the  research 
revealed.  There  is  a  clear 
trend  to  softly  coloured 
packaging  and  a  move 
away  from  heavily 
coloured  products,  say 
Bronnley  H.  Bronnley  & 
Co.  Tel:  0280  702291. 


Imperial  Leather  gel  relaunched 


(  ussuns  have  relaunched 
Imperial  Leather  shower 
gel  with  new  packaging, 
new  formulations  and  a 
£2.2  million  advertising 
campaign. 

The  relaunch  is 
design*. c'  to  modernise  the 
brand's  image  and  create 
greater  synergy  with  the 
soap,  relaunched  earlier 
this  year. 

The  new'  pack  has  a  flat 
back,  sloping  overcap  and 
flexible  hook,  while  the 
colour  has  been  c ;      j  J 
to  white  to  match  thai  .if 
the  soap. 

Three  variants  have 
been  repositioned  to  offer 
new  functional  benefits. 
These  are:  Silk,  with  added 
moisturisers  for  female 
users;  Aqua,  with  marine 
extract;  and  Fresh,  with 
camomile. 

100 


Imperial  Leather 
Shower  Sport  has  also 
been  given  the  "2  in  1" 
treatment,  and  can  now 
offer  cleansing  and  cooling 
with  extract  of  menthol  for 
men,  and  cleansing  and 
moisturising  through  the 


inclusion  of  a  light  body 
lotion  for  women. 

Advertising  and  other 
promotional  activity  to 
support  the  relaunch  will 
appear  later  in  the 
Summer.  Cussons  (UK) 
Ltd.  Tel:  061-792  6111. 


Numark  wipes  away 
travel  problems 


Numark  are  extending 
their  range  of  own-brand 
wipes  with  travel  packs  of 
extra  thick  Baby  Wipes  12s 
and  Wet  Wipes  24s. 

The  Baby  Wipes  travel 
pack  offers  12  mildly 
antiseptic,  hypo-allergenic 
wipes  in  a  resealable  pack. 
They  have  a  retail  price  of 
£(1.69  each,  and  cases  of  24 
will  provide  pharmacists 


with  a  POR  of  28  per  cent. 

Wet  Wipes  are  new  to 
the  range  and  provide  24 
large  wipes  containing 
moisturisers  with  a  light, 
lemon  fragrance. 

Retailing  at  the  same 
price  as  the  Baby  Wipes, 
they  have  a  POR  of  30  per 
cent.  Numark 
Management  Ltd. 
Tel:  0827  69269. 


Velvet  is  theme  of 
new  Dior  look 


Christian  Dior  are 
extending  their  cosmetics 
collection  with  the  launch 
of  Juste  Duo  eyeshadow, 
Diorcil  mascara  and  a  new 
look  for  Autumn/Winter, 
Velours. 

Juste  Duo  is  an 
eyeshadow  compact 
comprising  a  matte 
shadow  and 
complementary 
shimmering  highlighter.  A 
choice  of  12  duos  are 
available  (£17  each). 

Diorcil  is  a  new 
lengthening  mascara  with 
cashmere,  which  has  a  pH 
factor  close  to  that  of 
tears.  It  features  a  new 
two-sided  brush  with  fine 
bristles  to  lengthen  and 
separate  lashes  and  wider 
bristles  for  intensified 
colour.  In  six  shades,  it 
retails  at  £13. 

The  new  look  for  this 


Autumn  is  Velours,  a  mix 
of  soft  and  striking  shades. 

New  five-colour 
eyeshadow  compacts  (£25) 
are  Dreamers,  a  mix  of 
browns  and  blues,  and 
Blue  Energy,  a  mix  of 
blues  and  violets.  Effets 
d'Ombre  compact  comes 
in  new  Greens  and  Bronze 
shades  (£25).  Styliner 
Accent  precision  eyeliner 
(£20)  comes  in  new 
colours  blue  and  brown. 

Blush  Final  comes  in 
new  shades  Creative  Coral 
and  Naive  Rose  (£18.50). 
Lips  are  coloured  with  new 
shades  Velvet  Rose, 
Dazzling  Orange,  Shy 
Primrose,  Radiant  Copper 
or  Fiery  Red  (£10.50),  with 
matching  nail  enamel 
(£9.50)  in  Orange  Sparkle 
or  Bronze  Splendour. 
Christian  Dior.  Tel:  0273 
515021. 


J.  Pickles  have  redesigned  their  footcare  range,  providing 
clearer  instructions  to  the  consumer.  The  size  of  the  Small 
Foot  Ointment  has  increased  to  12g  (£1.30).  J.  Pickles  & 
Sons.  Tel:  0423  867314 


On  TV  Next  Week 


GTV  Grampian  C4  Channel  4 

B  Border  U  Ulster 

BSkyB  British  Sky  G  Granada 

Broadcasting  AAnglia 

C  Central  CAR  Carlton 

CTV  Channel  Islands  GMTV  Breakfast 

LWT  London  Weekend  Television 


STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

M  Meridian 

TT  Tyne  Tees 

W  Westcountry 


Colgate  Total: 

All  areas 

Dettol:                   All  areas  except  Y,  CTV,  TT,  GMTV,  U 

Gillette  Sensor: 

All  areas 

Gillette  Series: 

All  areas 

Impulse  Dynamique: 

All  areas  except  U,  CTV,  LWT 

Just  for  Men: 

All  areas 

Lil-lets: 

C,  A,  LWT,  CAR,  BSkyB 

Lynx: 

All  areas  except  U,  CTV,  LWT 

Nicotinell  patch: 

All  areas 

Nurofen: 

All  areas 

Pears  Pure  Body  Care: 

All  areas 

Scholl: 

C,  G,  A,  STV,  Y,  TT,  GMTV 

Seabond: 

C,  A,  M 

Shock  Waves: 

CAR,  C4 

Slim-Fast: 

All  areas 

Sure  Sensive: 

All  areas  except  U,  CTV,  LWT 

Wrigley's  Extra  and  Orbit: 

All  areas 
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As  dentists  educate  consumers  on  the  importance  of  preventing 
dental  problems  with  an  efficient  oral  hygiene  routine,  so  sales  in 
the  market  continue  to  rise,  reflecting  the  trend  to  self-help. 
Sarah  Puree!!  takes  a  look  at  this  healthy  market 


There's  plenty  to  smile  about  if 
you  are  in  the  dental  care 
market,  with  total  sales 
reaching  £420  million  last  year, 
up  a  healthy  10  per  cent  on  the 
previous  year.  And  with  dental 
care  in  the  UK  moving  closer  to 
the  European  system  of  paying 
for  treatment,  prospects  look 
good  for  the  market. 

The  general  consensus  among 
manufacturers  is  that  if 
consumers  are  paying  more  for 
their  dental  treatment,  then 
they  are  likely  to  take  better 
care  of  their  teeth  between 
visits  to  the  dentist.  By  better 
care,  they  mean  spending  more 
on  oral  hygiene  products  such 
as  mouth  rinses,  flosses  and 
premium  toothpastes,  and 
replacing  their  brushes  more 
frequently. 

At  Smithkline  Beecham, 
marketing  manager  for  oral 
care  David  Bradley  believes  the 
move  towards  privatisation 
could  go  two  ways. 

"If  people  have  to  pay  for 


improved  hugely  in  the  past  20 
years,  only  50  per  cent  of  us 
visit  the  dentist  regularly.  It 
seems  the  fear  of  the  dentist's 
chair  persists  —  presumably  the 
other  50  per  cent  only  go  when 
it  is  too  late  and  painful 
treatment  is  needed,  thus 
perpetuating  their  fear. 

Michael  Bealing, 
Colgate-Palmolive's  chemist 
development  manager, 
estimates  the  average  Briton 
spends  only  29p  a  week  on 
dental  care  products.  Looking 
after  our  teeth  is  still  low  on 
the  priority  list  when  compared 
with  expenditure  on  other 
personal  care  products. 

Our  expectations  of  dental 
health  have  changed.  The 
invention  of  fluoride  and  its 
inclusion  in  dentifrices  and  the 
water  supply  means  that  losing 
your  teeth  is  no  longer  just 
part  of  growing  old.  The 
incidence  of  caries  has  been 
greatly  reduced,  and  it  is 
now  abnormal  for  people  to 


SSB1^"/  ^B^-o—  -  

Sutherland  appeal  to  young  consumers  on  the  move  with  their  Sanos  Pop 


care,  then  they  will  take  better 
preventive  measures.  But  the 
danger  is  that  fewer  people  will 
go  to  the  dentist  because  they 
can't  afford  it,  but  do  not 
improve  'their  oral  hygiene 
routine  accordingly  either,"  he 
says. 

At  Oral  8.  product  manager 
Jenny  Philips  believes  that 
"privatisation  will  make  more 
people  inter-     i  in  their  teeth. 
When  you  spend  more  money, 
you're  more  likely  to  be 
interested  in  looking  after 
them  well". 

Fear  of  dentists 

However,  as  a  nation  we  still 
have  a  long  way  to  go. 
Although  the  state  of  the 
average  person's  teeth  has 
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Elida  Gibbs,  says  there  has  been 
a  major  shift  in  consumer 
attitudes  to  oral  hygiene  in 
recent  years,  from  passivity  to 
active  prevention. 

Pastes  still  ahead 

The  largest  sector  in  the  oral 
hygiene  market  is  still 
toothpastes,  with  sales  of 
£212m  last  year.  Although 
there  is  not  much  room  for 
volume  growth,  Mr  Bradley  at 
SB  points  out  that  many  people 
still  only  brush  once  a  day,  so 
there  is  potential  to  increase 
sales  with  better  education.  But 
most  potential  for  the  sector 
lies  in  the  growth  of  premium 
products  which  promise  better 
protection  from  plaque,  such  as 
Colgate's  new  Total  toothpaste. 

The  importance  of  gum 
protection  is  being  highlighted 
by  oral  hygiene  manufacturers 
and  dentists  alike.  Gum  disease 
affects  most  of  us  at  some  time, 
but  research  has  shown  that 
most  of  us  do  not  know  how  to 
recognise  or  prevent  it. 

The  two  most  dynamic  areas 
are  toothbrushes  and  mouth 
rinses,  which  saw  growth  of  15 
and  14  per  cent  respectively  last 
year.  The  driving  factor  in 
brushes  has  been  the  successful 
launch  of  a  number  of  premium 
priced  brushes  with 
professional  features  such  as 
interdental  filaments,  flexible 
handles  and  angled  heads.  In 
mouth  rinses,  there  is  a  move 
away  from  pre-brush  rinses  and 
a  preference  for  post-brush 
rinses  that  promise  long-lasting 
action. 


have  a  mouth  full  of  fillings. 

Dentistry  has  also  changed. 
Twenty  years  ago  progress  was 
held  back  by  the  "drilfand  fill" 
mentality:  the  more  dentists 
filled  the  more  they  earned. 
They  are  now  paid  by  the 
number  of  patients  on  their  list, 
not  the  work  they  carry  out.  So 
it  makes  sense  for  them  to 
encourage  good  oral  hygiene 
habits  because,  if  they  do  not, 
the  dentist  foots  the  bill.  Many 
practices  now  employ  hygienists 
to  encourage  preventive  care. 

"Dentists  are  now  much 
keener  to  work  with  oral 
hygiene  manufacturers,"  says 
Mr  Bealing.  "In  the  past,  they 
were  not  really  interested." 

Steve  McNicol,  dental 
category  trade  manager  at 


Jordan's  Magic  brush  appeals  to 
children  as  it  changes  colour  when 
warmed  in  the  hands 
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Flosses  unpopular 

Unlike  America,  where  the  floss 
market  is  as  large  as  the 
toothpaste  sector,  it  is  only 
worth  about  £6m  in  the  UK. 

At  Butler  UK,  a  new  division 
of  the  US  company  which  has 
the  number  two  floss  brand  in 
the  US,  managing  director 
Philip  Benham  believes  that 
education  is  the  key  to 
increased  sales.  Many  people 
do  not  know  how  to  use  floss 
properly,  he  says.  The 
use  of  dental  tape  is  growing 
as  it  is  easier  for  new 
users. 

Stafford-Miller  predict 
fluoride  supplements  will  be  a 
growing  area,  and  that  most 
sales  will  go  through 
pharmacies.  In  January  this 
year,  dentists  were  empowered 
to  prescribe  fluoride  tablets  on 
NHS  prescription  (previously 
only  doctors  could  do  this,  and 
few  did).  However,  they  stress, 
it  is  important  that  pharmacists 
know  the  fluoride  level  in  the 
local  drinking  water  to  assist 
customers. 

Despite  good  growth  in  the 
market,  the  independent 
pharmacy  share  is  declining.  It  is 
the  same  old  story:  pharmacies 
help  build  up  the  sector  and 
then  grocers  take  it  over.  Sales 
of  toothbrushes  and 
mouthwashes  are  fairly  good, 
but  pharmacy's  share  of  the 
toothpastes  sector  is  small.  At 
SB,  Mr  Bradley  recommends 
they  stock  the  specialist 
products  not  favoured  by 
grocers. 


Sensitive  strength 

According  to  Mr  Bealing  at 
Colgate,  independent 
pharmacies  do  particularly  well 
with  sensitive  teeth  products, 
which  account  for  25  per  cent 
of  their  toothpaste  sales, 
compared  to  the  market 
average  of  12.5  per  cent.  He 
advises  that  they  stock  a  large 
range  of  sizes  and  brands  of 
mouthrinses,  since  this  is  a 
sector  where  they  are  not 
fulfilling  their  potential. 

To  improve  pharmacists' 
stake  in  the  dental  market,  Mr 
Bradley  believes  they  should 
play  a  stronger  educational 
role:  "There  is  still  a  tendency 
to  view  teeth  in  a  cosmetic 
sense  instead  of  a  therapeutic 
one.  Pharmacists  should  exploit 
their  knowledge  and  position 
as  advisers." 

And  Mr  Bealing  believes 
pharmacists  could  help 
themselves  by  having  more 
contact  with  local  dentists: 
"We're  currently  looking  into 
arranging  meetings  with 
dentists  and  pharmacists  to 
improve  relations." 


Toothbrushes  are  the 
rising  star  of  the  oral 
hygiene  market,  with 
the  sector  growing 
faster  than  any  other. 
Innovation  and  the 
swing  to  premium 
priced  professional 
products  are  the  key  to 
its  success 

The  toothbrush  had  a  good 
year,  with  sales  up  around  15 
per  cent  in  a  market  worth 
about  £60  million  (year  to  April 
1993,  Nielsen).  And  it  does 
particularly  well  for  pharmacy, 
which  claims  about  25  per  cent 
of  toothbrush  sales. 

Dentists  recommend  that  we 
replace  our  toothbrush  every 
three  to  four  months.  In  reality, 
the  average  consumer  changes 
theirs  every  10  months.  With 
improved  oral  hygiene 
education,  the  market  should 
be  set  for  continued  steady 
growth. 

Toothbrushes  are  still  an 
impulse  purchase.  Since  impulse 
purchases  are  often  spurred  by 
novelty  and  extra  benefits,  this 
may  explain  why  the  sector  is 
doing  so  well. 

The  past  couple  of  years  has 
seen  a  host  of  new 
developments  in  this  area: 
flexible  handles,  interdental 
filaments,  triple-headed 


Wisdom  have  added  the  Reflex 
Angle  brush  to  their  range 


Mentadent  gets  a  Diagonal  addition 

brushes,  toothbrushes  that  tell 
you  when  they  need  to  be 
replaced,  even  brushes  which 
glow  in  the  dark.  The  market  is 
also  dominated  by  brands,  with 
own-label  only  accounting  for 
20  per  cent  of  sales,  according 
to  Oral-B's  Jenny  Philips. 

New  to  UK  market 

Butler  are  newcomers  to  the 
British  market,  although  they 
sell  in  some  60  countries 
worldwide.  Based  in  Chicago, 
they  claim  an  80  per  cent  snare 
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of  interdental  brushes  in  the  US 
pharmacy  sector. 

Managing  director  of  the 
new  UK  division  Philip  Benham, 
says  there  has  been  a  swing 
towards  professional  brushes  in 
Britain:  "And  people  are 
prepared  to  pay  more." 

But  the  greatest  growth,  he 
says,  will  stem  from 
professional  recommendation. 

Butler  are  aiming  for  a 
stronghold  in  the  independent 
sector,  which  Mr  Benham 
believes  has  good  potential  for 
their  GUM  range  of  products. 
These  include  toothbrushes 
featuring  a  patented  dome- 
shaped  head,  said  to  reduce 
gingivitis,  and  specialist 
interdental  products. 

What's  new? 

Stafford-Miller  have  extended 
their  Search  range  of  brushes 


Reach  Interdental  removes  20  per 
cent  more  plaque,  claim  J&J 

with  the  addition  of  Search 
Extra  (GSDJune  5),  which  has 
gum  health  claims.  The  brush 
has  two  types  of  filaments, 
medium  inner  to  brush  teeth 
clean  and  softer  outer  filaments 
to  remove  plaque  from  along 
the  gum  line.  Priced  at  £1.69,  it 
comes  with  an  angled  head  in  a 
choice  of  three  sizes  and  four 
colours. 

Johnson  &  Johnson  have  also 
taken  the  interdental  route 
with  their  new  Reach 
Interdental  brush,  which  claims 
to  remove  20  per  cent  more 
plaque  than  other  brushes.  It 
features  "w  ave  cut"  filaments 
for  easier  cleaning  between 
teeth.  In  medium  and  firm 
textures,  it  has  a  non-slip 
handle  and  a  choice  of  four 
colours  (£2.29  each). 

Elida  Gibbs  repackaged  their 
Mentadent  brush  range  and 
added  a  new  model,  the 
Diagonal  brush.  Steve  McMicol, 
dental  trade  category  manager, 
says  the  professional  sector  has 
grown  to  about  three  times  the 
size  of  the  standard  sector  in 
the  past  five  years. 

Thought  toothbrushes  only 
had  one  head?  Dent-O-Care 
have  launched  a  triple-headed 
brush,  which  claims  to  clean  all 
three  surfaces  of  the  teeth 
simultaneously.  It  is,  in  fact,  no 


larger  than  a  standard  brush, 
and  is  designed  to  hug  the 
contours  of  small  and  large 
teeth.  Firmer  central  bristles 
clean  the  tooth  surface,  while 
soft  outer  filaments  sweep  the 
gum  at  a  45°angle.  Available  in 
three  sizes  (adult,  junior  and 
baby),  the  brush  retails 
at  £2.99. 

For  the  more  environmentally 
conscious  among  your 
customers,  Sutherland  Health 
have  introduced  a  brush  with  a 
replaceable  head. 

Called  the  Sanos  AS  system,  it 
comes  in  a  pack  containing  one 
toothbrush  and  two 
replacement  heads  (£2.69). 
Refill  packs  containing  four 
replacement  heads  cost  £2.69. 
The  brush  heads  feature  two 
types  of  filaments,  firmer  inner 
bristles  for  effective  cleaning 
and  softer  outer  filaments  to 
massage  gums. 

For  travellers  Sutherland  have 
introduced  the  Travel  Compact, 
a  kit  containing  all  the  dental 
products  you  need  for  a  short 
trip. 

The  stylish  Italian  range  of 
brushes  Tau-Marin  is  now  being 
distributed  in  the  UK  by  DDD 
Ltd.  The  range  includes  brushes 
for  adults  and  children. 

Child  friendly 

Getting  kids  to  clean  their  teeth 
at  all  can  be  a  constant  battle, 
so  parents  naturally  welcome 
brushes  that  will  appeal  to 
them.  This  sector  of  the  market 
is  largely  driven  by  character 
brushes,  such  as  Oral-B's  Disney 
range,  and  novelty  value. 

Wisdom's  latest  idea  to  help 
encourage  children  to  clean 
their  teeth  is  the  Brush  and 
Glow  model.  Made  from 
luminescent  plastic,  the  brushes 
glow  in  the  dark  after  being 
exposed  to  light.  They  have  a 
slim  handle  with  thumb  grip 
and  come  in  a  choice  of 
luminous  green  or  yellow  (£1.35 
each). 

Jordan  have  come  up  with  a 
clever  ploy  to  get  children  to 
brush  for  longer.  Their  new 
Magic  toothbrush  has  a  heat- 
sensitive  handle  which  changes 
colour,  but  only  after  being 
held  for  two  minutes.  The  brush 
has  a  small,  oval,  multi-tufted 
head  with  end-rounded 
filaments.  The  handle  comes  in 
a  choice  of  red  to  yellow,  blue 
to  white  and  purple  to  pink. 


Still  on  charge 

The  electric  toothbrush  market  has  still  not  taken  off  in  the  UK. 
Worth  £8  million  last  year,  it  did  grow  by  around  14  per  cent, 
according  to  Oral-B.  Generally  bought  as  a  gift,  50  per  cent  of 
sales  are  in  the  pre-Christmas  period. 

Maxine  Mallinson,  product  manager  for  Interplak  which  went 
into  retail  last  year,  says  electrical  oral  hygiene  products  are  the 
fastest  growing  area  of  the  electrical  market.  Manufacturers 
Bausch  &  Lomb  have  three  Interplak  models  on  sale  in  the  UK. 
The  newest  is  the  Series  300  (£79.95),  which  features  speed 
selection  and  brush  head  release  switch.  Two  interchangeable 
brush  heads  and  a  tube  of  Interplak  dental  gel  are  supplied. 

Braun  Oral-B  is  the  best-selling  line  in  the  UK,  taking  an  80  per 
cent  value  share  of  electric  toothbrushes. 

Newcomer  to  the  market  Rowenta  have  added  electrical 
toothbrushes  to  their  Personal  Line  range  (C&D  June  1 2).  There 
are  three  models,  the  Dentacontrol,  Dentajet  Plus  and 
Dentalcenter  Plus,  with  waterjet. 

Philips  are  another  recent  entrant  to  the  market,  with  one 
electrical  toothbrush  and  the  Dental  Centre,  combining  a 
toothbrush  and  water  jet,  in  their  range. 
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Philips  have  moved  into  the 
electrical  brush  market 


Interplak  Series  300  is  the  latest 
model  from  Bausch  &  Lomb 


Dent-O-Care's  Superbrush  has 
three  heads 


Braun  Oral-B  plaque  removers  claim  80  per  cent  share  of  the  electric 
brush  market  in  the  UK 

CI  tj  fill  chiiiftfiii 


The  sugar-free  gum  market 
continues  to  grow,  with  sales 
up  44  per  cent  last  year,  as 
more  dentists  recommend 
chewing  gum. 

A  MORI  poll  carried  out  for 
Wrigley  revealed  that  40  per 
cent  of  adults  are  prepared  to 
chew  gum  after  meals,  and  74 
per  cent  of  dentists  recommend 
it  to  their  patients. 

The  most  recent  entrant  to 
this  market  is  Ernest  Jackson's 
sugar-free  Dental  Gum. 
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these  toothpastes  only  account 
for  about  3-4  per  cent  of  the 
market. 

"The  market  used  to  be 
driven  by  flavour,"  says  Mr 
Bradley  at  SB,  "but  there  has 
been  a  much  more  serious 
approach  to  it  in  recent  years." 

Many  children  use  adult 
toothpastes,  but  there  is  a 
difference.  Because  children 
cannot  spit  properly, 
toothpastes  designed  for  them 
contain  less  fluoride  and 
foaming  agents  and  flavours 
are  milder.  It  is  another  area 
where  pharmacists  could  gain, 
since  they  have  a  high  number 


Toothpaste  remains  the  largest  sector  of  the  oral 
hygiene  market,  taking  over  50  per  cent  of  sales. 

Nearly  everyone  uses  pastes,  so  the  answer  to 
growth  lies  in  more  technically  advanced  products 
that  keep  teeth  cleaner  for  longer 


Toothpaste  is  the  oldest  oral 
hygiene  product,  with  the  first 
recorded  in  4000BC  in  Egypt, 
made  of  powdered  ox-hooves, 
eggshell  and  pumice  and 
applied  with  the  fingers.  Last 
year  sales  of  toothpaste  pulled 
in  £212  million,  accounting  for 
over  50  per  cent  of  the  oral 
hygiene  market. 

Fluoride  is  now  a  standard 
ingredient  included  in  just 
about  every  toothpaste. 
Anti-bacterial  agents  such  as 
triclosan,  which  gives 
longer-lasting  protection 
against  plaque,  are  the  next 
stage  on.  At  Smithkline 
Beecham,  they  are 
incorporating  the  ingredient 
into  all  their  toothpaste  brands, 
says  David  Bradley.  There  is 
evidence,  he  says,  that  triclosan 
is  more  effective  in  toothpastes 
than  in  mouthrinses. 

The  belief  that  one  fluoride 
toothpaste  is  as  good  as 
another  has  been  questioned, 
with  research  carried  out  for 
Procter  &  Gamble  revealing 
that  formulations  containing 
sodium  fluoride  (such  as  their 
Crest  brand)  are  significantly 
more  effective  than  those  with 
sodium  monofluorophosphate. 
The  findings  indicate  a 
potential  reduction  in  caries  of 
1 5-25  per  cent  over  a  ten  to  20- 


Sensodyne  targets  the  growing 
sensitive  market 

year  period,  with  a  short-term 
reduction  of  5-10  per  cent. 

"The  disease  savings  on  a 
global  basis  over  generations 
could  be  immense,"  says  the 
report,  published  in  the  journal 
Caries  Research. 

Colgate  have  introduced 
Total  (C&D  May  1)  which  claims 
to  work  against  plaque  12 
hours  after  brushing.  It  contains 
Tricloguard,  a  combination  of 
triclosan  and  gantrez,  a 
co-polymer  which  improves  the 
delivery  and  retention  of 
triclosan  in  plaque,  saliva  and 
soft  tissue  Using  the  Actibrush 
mouthrinse  technology,  Total 
will  help  reduce  gum  disease, 
say  Colgate.  It  replaces  their 
current  gum  protection 
formula. 

Stand-up  tubes  are  the  most 
recent  packaging  innovation  in 
toothpastes,  and  the  , 
account  for  5  per  cent  of  r.ales, 
say  Colgate,  with  pump  pack; 
accounting  for  19  per  cent.  The 
company  has  downsized  th  ;ir 
family  variants  to  100ml  in 
response  to  the  trend  to  smaller 
families,  using  less  toothpaste. 

Colgate  are  currently  looking 
into  the  sensitive  teeth  market, 
an  area  which  performs 
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particularly  well  in  the 
independent  sector.  The 
sensitivity  sector  now  accounts 
for  around  13-14  per  cent  of 
toothpaste  sales.  But  in 
pharmacy  sales,  sensitive 
toothpastes  account  for  25  per 
cent  of  their  sales. 

Mr  Bradley  believes  the  area 
still  has  plenty  of  potential: 
"Many  people  still  don't  use  a 
specific  toothpaste  for  the 
condition." 

Makers  of  Sensodyne, 
Stafford-Miller,  say  this  sector  is 
growing  at  double  the  rate  of 
the  rest  of  the  toothpaste 
market  at  15  per  cent  and  is 
worth  around  £25m.  They 
endorse  Mr  Bradley's  belief  that 
one  in  three  adults  suffer  from 
sensitivity,  yet  half  have  never 
used  a  specific  product  for  the 
problem. 

Another  niche  sector  that  is 


performing  well  is  products  for 
smokers.  Group  brand  manager 
for  Clinomyn,  Derek  Rodgers, 
says  smokers'  toothpastes  are 
outgrowing  family  brands  by  a 
ratio  of  two  to  one  across  all 
trade  sectors,  including 
pharmacy. 

Pearl  Drops  Smokers  1+1 
toothpaste  has  been 
relaunched  with  new  packaging 
to  give  the  product  wider 
appeal. 

Homoeopathic  toothpastes  is 
an  area  where  independent 
pharmacists  can  capitalise,  say 
Weleda,  since  supermarkets 
have  so  far  shown  little  interest 
in  the  sector. 

Arrowmed,  makers  of 
Sarakan,  have  relaunched  the 
toothpaste,  which  contains 
extract  of  salvadora  persica. 

In  the  children's  sector  there 
has  been  some  growth,  but 
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New  to  the  market  is  Colgate  Total  j 
(left);  Macleans  Sensitive  caters  for 
a  growing  market 

of  parents  with  young  children  I 
passing  through  their  shops. 
•  The  BDA  accreditation 
scheme,  introduced  last  year, 
now  includes:  Sensodyne  F, 
Crest  Decay  Prevention,  Crest 
Tartar  Control,  Crest  Ultra 
Protection,  Macleans  Freshmint, 
Mildmint,  Milkteeth,  Sensitive 
and  all  Colgate  toothpastes. 


Weleda  offer  herbal  alternatives 


The  dental  line-up  from  Oral-B 


|  mentadent  P  S&s. ' 


New,  clearer  packs  for  Mentadent  P 


Punch  and  Judy  toothpastes  appeal  to  young  palettes 
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The  Corsodyl  spokesman 

Corsodyl  Mouthwash  has  the  unequivocal  recommendation  of  dentists.* 
They  know  there's  no  better  way  for  their  patients  to  take  care  of  gingivitis,  or 
for  that  matter,  conditions  as  diverse  as  aphthous  ulcer,  oral  candidiasis  and 
denture  stomatitis. 

They  know  that  Corsodyl's  active  ingredient,  0.2%'  chlorhexidine,  sets  it  apart. 

They  know  also  that  for  all  Corsodyl's  clinical  heritage  its  range  is  adapted 
for  patient-friendliness,  with  a  new  spray  as  the  latest  innovation. 
Corsodyl  has  recently  been  acquired  by  SmithKline  Beecham  Consumer  Brands. 
Speak  to  your  SmithKline  Beecham  representative  or  telephone  free  of  charge 
0800-833000  for  any  further  information  or  requirements. 


c 


chlorhexidine  gluconate 


lo  Gingivitis.  No  Contest.  No  wonder  dentists  recommend  it. 

ODUCT  INFORMATION  Consult  Data  Sheet  before  prescribing.  USE  Inhibition  of  plaque,  treatment  and  prevention  of 
igivitis;  maintenance  of  oral  hygiene.  Mouthwash  and  Mint  Mouthwash  are  also  indicated  for  the  promotion  of  gingival 
aling  following  surgery  and  the  management  of  aphthous  ulceration  and  oral  candidiasis    PRESENTATION  Spray  and  Mint 
mthwosh:  A  clear  colourless  solution  containing  0.2%  w/v  chlorhexidine  gluconate    Mouthwash     A  clear  pink  solution 
itaining  0.2%  w/v  chlorhexidine  gluconate    Dental  Gel    A  clear  colourless  gel  containing  1%  w/w  chlorhexidine  gluconate. 
)SAGE  AND  ADMINISTRATION  Spray  Apply  to  tooth  and  gingival  surfaces  using  up  to  twelve  actuations  of  the  spray  twice  daily 
lufhwash  and  Mint  Mouthwash,  Rinse  mouth  with  1 0ml  undiluted  for  one  minute  twice  daily.  Prior  to  dental  surgery,  rinse  mouth  with 
ml  for  one  minute.  Dental  Gel:  Brush  the  teeth  with  one  inch  of  gel  for  1  minute,  once  or  twice  daily  CONTRAINDICATIONS 
ivious  hypersensitivity  reaction  to  chlorhexidine  Such  reactions  are,  however,  extremely  rare  PRECAUTIONS  For  oral  use  only,  keep  out 
eyes  and  ears  SIDE  EFFECTS  Occasional  irritative  skin  reactions  Generalised  allergic  reactions  to  chlorhexidine  have  also  been  reported  but 
;  extremely  rare.  Superficial  discolouration  of  the  tongue,  teeth  and  tooth-coloured  restorations  may  occur  This  usually  disappears  after 
continuation  of  treatment  Staining  can  largely  be  prevented  by  cleaning  teeth  or  dentures  before  use  but  may  sometimes  require  scaling  and  polishing 
'  complete  removal  Stained  anterior  tooth-coloured  restorations  which  are  not  adequately  cleaned  by  professional  prophylaxis  may  require  replacement 
insient  taste  disturbances,  burning  sensation  of  the  tongue  and  oral  desquamation.  Very  occasional  parotid  swelling.   PRODUCT  LICENCE  NUMBER  AND  BASIC  NHS  COST 
>rsodyl'  Spray  (0029/0230)  60  ml  (OP)  £2  80  'Corsodyl' Mouthwash  (0029/0124)  300  ml  (OP)  £1.25  'Corsodyl' Mint  Mouthwash  (0029/020!)  300  ml  (OP)  £1  25  'Corsodyl' 
tl  (0029/0080)  50g  (OP)  £0.83  'Corsodyl'  is  a  trademark.  Legal  Category  P  Date  of  lost  revision  March  1 993 
>urce:  Milpro  Independent  Research,  1 992    tCorsodyl  Dental  Gel  contains  1  %  w/w  chlorhexidine  gluconate. 

||)  SmrthKlme  Beecham 
"U  Consumer  Brands 

lithKline  Beecham  Consumer  Brands,  Brentford,  TW8  9BD,  UK  Tel  081  560  51  51  '8  l88t$'ffif$  BUthOtlty  Oil  OfS/  h^gledB. 


Mouthwashes  remain  one  of  the  most  dynamic 
oral  hygiene  sectors.  Consumers  are  showing  a 
preference  for  the  newer  post-brushing  rinses 
which  offer  longer  protection  against  plaque 


Still  a  young  market, 
mouthrinses  continue  to  grow, 
with  sales  of  about  £50  million 
in  1992,  up  14  per  cent  on  last 
year.  Improved  formulations 
offering  longer-lasting 
protection  against  plaque  are 
driving  the  market,  with 
post-brush  rinses  becoming 
more  popular  than  the  original 
pre-brushing  products. 

Many  dentists  believe 
pre-brush  rinses  discourage 
effective  brushing,  and  some 
people  use  them  instead  of 
brushing  their  teeth. 

The  reasons  why  people  use 
mouthwashes  are  mixed. 
Surprisingly,  mouthwash  users 
tend  to  be  those  with  healthier 
teeth.  At  Smithkline  Beecham, 
manufacturers  of  Macleans 
Active  Mouthguard,  David 
Bradley  says:  "Mouthwashes 
used  to  be  purchased  just  for 
fresh  breath  reasons,  but 
people  are  now  looking  for 
secondary  benefits,  such  as 
longer-lasting  protection 
between  brushing." 

Why  rinse? 

At  Colgate,  producers  of 
Actibrush,  Michael  Bealing 
believes  only  a  small  core  of 
users  buy  mouthwashes  solely 
for  anti-plaque  purposes.  Most 
want  them  for  fresh  breath  too. 

Makers  of  Listerine  and 
Listermint  mouthrinses, 
Warner-Lambert  support  the 
evidence  that  the  pre-brush 
sector  is  in  decline,  and  believe 
consumers  want  a  combination 
product  that  has  anti-plaque 
and  fresh  breath  benefits. 

Some  35  per  cent  of 
households  buy  mouthwashes, 
says  Mr  Bradley,  while  40  per 
cent  of  consumers  use  them 
regularly.  This  may  not  sound 
impressive,  but  it  is  actually 
higher  than  the  regular  usage 
of  deodorants!  There  is  still 
plenty  of  room  for  growth,  if 
you  compare  UK  with  US 
penetration  of  70  per  cent. 

Professional  clout 

At  Stafford-Miller, 
manufacturers  of  Search  Dental 


 J*V    I  / 

Smithkline  Beecham  are  promoting  their  recently  acquired  Corsodyl  brand 


Rinse,  they  believe  growth  will 
be  led  by  the  medicated/ 
professional  and  own-label 
cosmetic  sectors.  This  is  good 
news  for  pharmacies,  since  most 
professional  mouthrinses  are 
sold  through  them,  with 
multiple  grocers  favouring  the 
more  cosmetic  brands. 

It  is  widely  believed  that 
recommendation  by  a  dentist  of 
a  particular  brand  is  the 
strongest  factor  influencing 
choice  of  mouthrinse.  And  for 
many  consumers,  the  pharmacy 
will  be  the  first  stop  when 
buying  their  prescribed 
mouthrinse.  So  it  makes  sense 
to  find  out  which  brands 
your  local  dentist  is 
recommending. 


SB  have  relaunched  their 
Macleans  Active  Mouthguard, 
replacing  the  names  Original 
and  Minty  with  Cool  Mint  and 
Fresh  Mint. 

Carter-Wallace  have 
extended  the  choice  for 
smokers  with  the  launch  of 
Pearl  Drops  Smokers  1  +  1 
mouthwash  to  complement  the 
existing  toothpaste. 

Product  manager  Andrea 
Sharrock  comments:  "Of  the  30 
per  cent  of  UK  adults  that 
smoke,  71  per  cent  perceive 
their  biggest  oral  hygiene 
problem  is  bad  breath." 

The  new  mouthrinse  will  help 
combat  this  problem,  she  says, 
offering  an  antiseptic  and 
anti-plaque  formulation. 


Pearl  Drops  gets  a  mouthrinse  Macleans  Mouthguard  is  being  promoted  with  trial  sizes 
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Promotional 
support 


Smithkline  Beecham  are 

spending  £1 1  million  on  their 
oral  hygiene  brands  this  year. 
Trial  sizes  of  their  Macleans 
Active  Mouthguard  and 
Macleans  Sensitive  are  available. 

Colgate-Palmolive  are 
investing  £3m  in  television 
advertising  for  Total,  backed  by 
a  £500,000  poster  campaign  and 
£1m  investment  in  professional 
education  and  consumer 
education.  An  additional  £4m  is 
being  spend  on  other  Colgate 
brands. 

Oral-B  plan  a  £1.5m  television 
campaign  for  their  brands  this 
Autumn. 

Weleda  are  promoting  their 
range  of  herbal  dental  care 
products  with  a  Press  campaign. 

EC  De  Witt  are  promoting 
Clinomyn  with  television 
advertising  over  the  Summer. 

Support  for  Stafford-Miller 
brands  this  year  totals  £5m  and 
includes  television  and  Press 
advertising  plus  on-pack  offers. 
The  new  Sensodyne  Extra  brush 
will  have  its  own  TV 
advertisement  in  August. 

Carter-Wallace  are  backing 
Pearl  Drops  Smokers  1+1  with 
television  advertising,  trial  sizes 
and  on-pack  promotions. 

Bausch  &  Lomb  are 
promoting  Interplak  with  a 
campaign  worth  £500,000. 


The  recommendations  set  out 
by  the  Health  Select  Committee 
in  their  report  on  NHS  dental 
services  have  been  welcomed 
by  the  two  leading  dental 
associations,  the  British  Dental 
Association  and  the  General 
Dental  Practitioners 
Association. 

The  report  recommends  free 
dental  check-ups  be  restored 
and  all  patients  entitled  to  free 
basic  dental  treatment. 

The  Committee  believes  that 
offering  free  basic  care  will 
encourage  more  people  to 
register  with  a  dentist, 
eventually  resulting  in  fewer 
patients  needing  major  (and 
expensive)  treatment.  The 
Committee  also  said  that 
emergency  treatment  should  be 
free,  except  for  patients  not 
registered  with  a  dentist. 
Patients  who  currently  receive 
free  dental  care  should 
continue  to  do  so. 

Addressing  dentists  at  the 
conference  of  local  dental 
committees,  chairman  Joe  Rich 
said  the  General  Dental  Service 
Committee  "especially 
welcomes  support  for  the 
concept  of  free  screening 
examinations,  which  are  so 
essential  in  the  detection  of 
oral  cancer  as  well  as  the 
monitoring  of  dental  disease". 

A  recent  report  by  the  UK 
Working  Group  on  Screening 
for  Oral  Cancer  and  Pre-cancer 
has  advised  dentists  to  screen 
patients  over  40  for  oral  cancer 
when  they  come  for  check-ups. 

109 


Although  most  people  brush  their  teeth,  few  do  so  effectively  or  realise  how  important  brushing  is  in 
preventing  gum  disease.  Wendy  Plimley  MSc  BDS,  senior  dental  officer  at  West  Kent  Dental 
Department,  gives  advice  on  preventive  dental  care 


Only  50  per  cent  of 
adults  are  registered 
with  a  dental 
practitioner  or  claim 
to  attend  the  dentist 
regularly.  The  health 
educators  obviously 
still  have  a  long  way 
to  go  in  changing  bad 
habits. 

But  as  health 
advisers,  pharmacists 
are  well  placed  to 
inform  and  educate 
the  many  people  who 
otherwise  have  no 
access  to  dental 
advice,  as  well  as 
reinforcing  the 
information  given  by 
I  their  dental 
colleagues  and 

marketing  the 

products  used  in  oral 

healthcare. 
It  is  possible  to 

maintain  healthy 

gums  and  prevent 

gum  disease  by 

straightforward  home 

care  routines.  But 

many  people  do  not 

know  the 

characteristics  of 

healthy  gums  or  the 

signs  of  gum  disease. 
Gum  disease  affects 

most  people  in  this 

country  at  some  time 

in  their  lives.  In 

national  surveys,  most 

adults  and  about  half 

of  our  children  and 

adolescents  show 

some  evidence  of  gum 

disease.  It  is  one  of 

the  most  common 

bacterial  conditions  in 

humans,  yet  studies 

indicate  that  most 

people  do  not  know 

how  to  recognise  it  or 

prevent  it. 

Normal  gums 

Healthy  gum  tissue  consists  of 
periodontal  fibres  suspending 
the  tooth  in  its  bony  socket, 
and  this  periodontal  ligament  is 
covered  by  gingival  tissue  which 
forms  a  tight  cuff  around  the 
neck  of  the  tooth,  filling  the 
space  between  the  teetn. 

Thus  the  gingival  margin 
around  the  teeth  has  a 
scalloped  appearance,  lies  flat 
against  the  tooth,  with  a  barely 
detectable  crevice,  up  to  2mm 
deep,  between  the  gingiva  and 
the  enamel  of  the  tooth. 

The  gingivae  are  stippled  like 
orange  peei,  ?nd  should  be 
pale,  either  pink  or  pigmented 
depending  or.  ethnic  origin. 
Healthy  gingiva    !  >  not  bleed 
on  brushing. 

The  main  three':  1 
of  the  gums  is  plaq' 
Periodontal  disease  i: 
to  be  caused  by  the  rc : 
the  tissues  to  non-spe< 
plaque  bacteria.  Again,  th 
often  lack  of  public  inforr. 
about  the  nature  and 
appearance  of  plaque,  as  it  is 
confused  with  food  debris  and 
the  hard  deposits  of  calculus 
which  can  build  up  on  some 
people's  teeth. 
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In  contrast,  bacterial  plaque  is 
a  soft,  whitish  film  which 
collects  around  the  gingival 
margins  throughout  the  day, 
regardless  of  whether  food  is 
ingested  or  not. 


Spot  check 


Plaque  is  very  difficult  to  see.  It 
can  be  detected  as  a  furry  layer 
with  the  tongue  or  fingernail, 
but  the  best  method  is  to  chew 
a  disclosing  tablet.  The 
vegetable  dye  in  the  disclosing 
tablet  is  released  by  chewing 
and  should  be  swished  around 
the  teeth  and  gums  for  a  few 
seconds.  When  the  surplus  is 


rinsed  away,  any  plaque  is 
stained  and  easily  visible. 
Superficial  staining  of  the  lips 
and  tongue  fades  quickly. 

Thorough  daily  plaque 
removal  with  a  toothbrush  is 
the  single  most  important 
method  for  preventing 
periodontal  disease.  Most 
people  in  this  country  brush 
their  teeth  every  day.  But  they 
are  often  unaware  that  its  main 
purpose  is  to  maintain  the 
health  of  the  gums,  and  that 
their  technique  may  not  be 
effective  enough  to  do  this. 

Any  brushing  method  which 
removes  plaque  from  around 


the  gums  is 
acceptable.  However, 
some  methods  are 
difficult  to  master 
and  ineffective  (eg 
the  Roll  method). 
Others  are  too 
traumatic  for  the 
delicate  tissues  and 
can  cause  gingival 
recession  and  tooth 
abrasion  (eg  the 
Vigorous  Scrub 
method). 

A  more  effective 
method  of  plaque 
removal  to  suggest  is 
the  Careful  Scrub 
technique.  The  brush 
is  held  in  a  pen  grip; 
the  filaments  of  the 
brush  are  placed  half 
on  the  gum  and  half 
on  the  tooth, 
pointing  towards  the 
gum;  the  filaments 
are  pressed  into  the 
plaque  and  the  brush 
jiggled  with  short, 
horizontal  strokes 
against  one  tooth  at 
a  time. 

It  should  take  three 
or  four  minutes  to  do 
a  thorough  job.  If  the 
gums  bleed,  it  is  best 
to  suggest  patients 
ignore  the  bleeding 
and  carry  on  brushing 
—  more  thorough 
plaque  removal 
reverses  the 
gingivitis. 

The  only  way  to 
check  the 
effectiveness  of  a 
brushing  method  is 
to  chew  a  disclosing 
tablet  occasionally 
(either  before  or 
after  brushing),  and 
use  a  plastic  dental 
mirror  or  handbag 
mirror  in  front  of  a  larger 
mirror  to  examine  all  surfaces 
of  the  upper  and  lower  teeth. 

If  plaque  is  left  behind  next 
to  the  gums  for  more  than  two 
days,  gingivitis  will  occur.  This  is 
the  reversible,  early  stage  of 
periodontal  disease.  The 
gingivae  become  a  darker  red, 
slightly  swollen  and  glossy  and, 
although  painless,  they  bleed 
on  brushing.  Many  people 
assume  that  bleeding  gums  are 
caused  by  brushing  too  hard 
but,  in  fact,  they  are  not  usually 
brushing  thoroughly  enough. 

Of  the  many  "anti-plaque" 
agents  on  the  market  in 
toothpastes  and  mouthwashes, 
only  chlorhexidine  0.2  per  cent 
has  a  long  established  record  in 
reducing  the  symptoms  of 
periodontal  disease. 

Available  in  rinse,  gel  and 
spray  format,  it  should  be 
reserved  for  use  in  acute  oral 
conditions,  after  surgery,  or  by 
disabled  people,  when 
thorough  mechanical  plaque 
removal  is  impossible. 

There  is  some  evidence  that 
triclosan,  sanguinarine  and  a 
thymol/eucalyptol  combination 
may  combat  periodontal 


Continued  on  pi  12 
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AN  BE SOL 

ADULT    STRENGTH  GEL 


For  mouth  ulcers  and  denture  irritation 


Now  your  customers  with 
mouth  ulcers  or  denture 
irritation  have  a  choice. 
They  can  pin-point  the  pain 
with  Anbesol'''  Liquid  -  or 
soothe  and  smooth  the 
pain  away  with  new, 
extra-strength,  Anbesol  Gel 
with  added  lidocaine  for 
rapid  relief  as  well  as  a  dual 
antiseptic  formula  to 
protect  against  infection. 


1UCCESS  AT  THE  DOUBLE! 

Two  brand  new  Anbesol  Gels 


Our  new  Teething  Gel  means 
Mums  have  a  welcome  choice 
in  applying  Anbesol's  gentle 
strength.  They  can  smooth 
and  spread  the  soothing  gel 
around  baby's  gums,  or  focus 
right  on  the  sore  spot  with 
Anbesol  Liquid.  Both  Liquid 
and  Gel  are  backed  by  national 
advertising  in  Mother  &  Baby 
press  -  and  the  new  Gel  is 
bound  to  give  an  extra  profit 


ther  information  is  available  on  request. 
Whitehall  Laboratories  Limited.  Taplow, 
Maidenhead.  Berkshire  SL6  OPH 
Telephone:  0628  66901  I. 
♦Trade  Mark 


Presentations:  Anbesol  Liquid.  Anbesol  Teething  Gel.  Anbesol  Adult  Strength  Gel.  Active  Ingredients:  Anbesol 

Ph.Eur.  0  90%  w/w.  chlorocresol  Ph  Eur  0. 1  %  w/w.  cetylpyndmium  chloride  Ph  Eur  002%  w/w  Anbesol  Teething  Gel  -  lidocaine  hydrochloride  Ph  Eur 
1 .0%  w/w.  chlorocresol  Ph.Eur.  0. 1  %  w/w,  cetylpyndimum  chlonde  Ph.Eur  0.02%  w/w.  Anbesol  Adult  Strength  Gel  -  lidocaine  hydrochlonde  Ph.Eur  2.0?. 
w/w.  chlorocresol  Ph.Eur  0  1%  w/w.  cetylpyndimum  chlonde  Ph.Eur  0.02%  w/w  Indications:  Antiseptic  and  anaesthetic  for  quick-acting  and  effective 
relief  of  nam  from  recurrent  month  ulcers  denture  irritation  and  babies'  teethmp  Lepal  Cateeorv:  P  Reference:  I.  IMS.  1992.  December 


Continued  from  pi  10 

disease,  and  further  research 
results  are  awaited.  In  the 
meantime,  use  of  OTC 
mouthwashes  is  a  matter  of 
personal  preference,  but  it  must 
be  stressed  that  they  are  not  a 
substitute  for  thorough 
brushing. 

Chronic  gingivitis  may 
eventually  progress  to 
irreversible  destruction  of  the 
bone  and  periodontal  fibres, 
characterised  by  pocket 
formation  between  gum  and 
tooth,  loss  of  gingival  contour, 
gingival  recession,  mouth  odour 
and  sometimes  pain  and 
loosening  of  the  teeth. 

Customers  who  are  immuno- 
compromised, diabetic  or 
pregnant  may  be  particularly 
prone  to  severe  periodontal 
disease,  but  anyone  with  such 
oral  symptoms  should  see  a 
dentist.  Even  advanced 
periodontal  disease  can  be 
treated  and  stabilised  to 
preserve  the  teeth. 

When  gums  have  receded, 
additional  cleaning  aids  are 
often  necessary  to  remove 
plaque  from  between  teeth. 

Customers  who  need 
frequent  scaling  may  benefit 
from  tartar  control  toothpastes, 
which  do  not  remove  calculus 
but  slow  down  its  formation. 
Receding  gums  expose  sensitive 
root  surfaces,  which  may 
benefit  from  regular  use  of  a 


"sensitive  teeth"  toothpaste. 

For  routine  use,  the  best 
advice  is  to  use  any  fluoride 
toothpaste  of  choice  (no  more 
than  a  pea-sized  amount  for 
children  to  ensure  that  they  do 
not  ingest  too  much  fluoride). 

The  main  benefit  of 
toothpaste  is  to  apply  fluoride 
to  the  teeth  to  help  prevent 
decay,  but  it  is  the  brushing 
which  removes  the  plaque  and 
fights  gum  disease. 


hat  brush? 


Head  size  and  filament 
density  are  the  most 
important  factors  governing 
the  effectiveness  of  a 
toothbrush.  For  an  adult, 
head  size  should  be 
approximately  22-28mm  x 
10-13mm,  and  for  a  child 
20mm  x  10mm. 

Nylon  bristles  are 
preferable  because  they  can 
be  standardised,  end- 
rounded,  and  suffer  less 
water  absorption.  Filaments 
should  be  closely  packed  in  a 
multi-tufted  pattern,  giving  a 
soft  to  medium  texture. 

Hard  brushes  are  not 
recommended  because  they 
may  traumatise  the  gums 
without  actually  removing  all 
the  plaque.  Head  shape  and 
handle  design  are  a  matter 
for  personal  preference. 


When  a  patient  has  a  serious 
plaque  build-up  problem, 
brushing  with  a  normal 
toothpaste  will  not  be  enough. 
They  need  a  stronger  product 
that  will  prevent  plaque 
formation  and  aid  brushing. 

The  biggest  recent 
breakthrough  in  this  sector  of 
the  market  came  with  the 
launch  of  Periogard  from 
Colgate. 

Periogard  is  a  system 
comprising  toothpaste  and  a 
mouthrinse  which  contains 
sanguinaria,  an  extract  from 
the  plant  Sanguinaria 
canadensis,  which  inhibits 
plaque  growth  without  the 
side-effects  that  can  be 
associated  with  chlorhexidine. 
These  can  include  tooth 


staining,  taste  disturbance  and 
a  bitter  after-taste. 

Colgate  recommend 
Periogard  for  orthodontic, 
handicapped  and  xerostomic 
patients.  It  can  be  used  by 
pregnant  women  and  those 
currently  using  chlorhexidine 
products. 

The  former  ICI  product 
Corsodyl  has  been  acquired  by 
Smithkline  Beecham.  It  claims 
38  per  cent  of  the 
over-the-counter  medicated 
mouthwash  market. 

TCP,  which  is  recommended 
for  treating  mouth  ulcers,  sore 
gums  and  palates,  has  been 
relaunched.  Its  new  dual  action 
formulation  combines 
halogenated  phenols  and 
phenol  to  fight  infection. 


Back  in  the  1960s,  a  third  of 
adults  wore  full  dentures. 
Today  this  figure  is  less  than  20 
per  cent.  This  is  obviously  good 
news  for  consumers,  who  can 
now  reasonably  expect  to  keep 
their  teeth  for  much  longer 
than  their  grandparents,  but  it 
means  the  market  for 
denture-related  products  such 
as  cleansers  is  on  a  downward 
spiral. 

According  to  a  Market 
Assessment  report  on  oral 
hygiene,  the  market  for 
denture  cleansers  has  fallen  13 
per  cent  in  real  terms  between 
1987  and  1992.  The  consumers 
to  target  now,  says  the  report, 
are  those  with  partial  dentures, 
whose  number  has  slightly 
increased. 

Reckitt  &  Colman  are  aiming 
at  this  sector  with  a  new  leaflet 
entitled  Caring  for  Partial 
Dentures.  It  focuses  on  the 
importance  of  a  complete  oral 
hygiene  routine  and  looks  at 
the  three  main  methods  of 
denture  cleansing:  soaking, 


brushing  and  a  combination  of 
the  two. 


w 

Seabond  gets  advertising  support 


TABLEI5 


Partial  denture  wearers  are  key  to  growth  say  Reckitt  &  Colman 


Acute  ulcerative  gingivitis 
112 


TCP  has  been  relaunched  with  a  dual  action  formulation 
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The  Stafford-Miller  Dentu 
range  of  denture  products  has 
been  repackaged  to  give  the 
brand  a  more  contemporary 
appeal. 

Combe  International  are 


supporting  their  Seabond 
denture  fixative  with  Press 
advertising  in  newspapers  and 
magazines  throughout  the  year 
and  television  advertising  until 
the  end  of  August. 
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Permasoft  provides  lining  for  loose  dentures 


Thera-med  combines  toothpaste  and  mouthwash 


Henkel  plan  to  shake  up  the 
oral  hygiene  market  with  the 
UK  launch  of  their  Euro-brand 
two-in-one  toothpaste/ 
mouthwash,  Thera-med. 

Positioned  as  a  complete  oral 
care  product,  Thera-med  is  a 
non-abrasive  liquid 
toothcleaner  claimed  to  be  20 
per  cent  more  economical  than 
traditional  toothpastes,  and 
with  the  added  benefit  of 
freshening  the  mouth  with 
either  a  cleanmint  or  freshmint 
flavour. 

The  premium-priced  product 
(75ml  £1.55)  is  expected  to  take 
5  or  6  per  cent  of  the  £205m  UK 
toothpaste  market  within  a 
year  through  a  £2. 25m  support 
package,  including  national  TV. 

Executive  director  of  Henkel 
Cosmetics  David  Cochrane 


believes  the  product  will  add 
incremental  value  to  the  oral 
hygiene  market,  to  the  benefit 
of  pharmacy  in  particular, 
because  the  brand  name 
happens  to  tie  in  with  the 
pharmacist's  USP  of  delivering 
effective  therapy  through 
medicines. 

Launched  last  year  in  Germany, 
it  took  5  per  cent  of  their 
market  in  six  months.  It  is  now 
available  in  most  European 
countries  as  Thera-med,  but  in 
France  it  is  known  as  Teraxyl 
and  in  Spain  as  Licor  del  Polo. 

Mr  Cochrane  says  Thera-med 
does  better  when  placed  next 
to  premium  priced  toothpastes 
than  when  next  to 
mouthwashes:  "It  is  a 
toothpaste  with  mouthwash 
added  and  not  vice  versa." 


Getting  between  the  teeth 

The  UK  has  traditionally  shown  little  interest  in  interdental 
products  such  as  floss,  tape  and  brushes.  Last  year  it  achieved 
sales  of  about  £7  million,  according  to  the  Market  Assessment 
report.  Yet  sales  have  grown  by  29  per  cent  since  1987  and 
usage  now  stands  at  around  29  per  cent,  says  the  report. 

At  Butler  UK,  managing  director  Philip  Benham  believes  the 
interdental  sector  has  huge  potential,  and  expects  his 
company's  interdental  products  to  help  fuel  growth.  Compared 
to  the  US  market,  Britain  is  way  behind,  he  says.  Sales  of  dental 
floss  average  at  80-100  million  units  a  year  in  the  US,  while  only 
seven  to  eight  million 
are  sold  here. 

One  product  that 
has  received 
considerable 
publicity  since  its  UK 
launch,  due  to  its 
novel  nature,  is  a 
tongue  cleanser  from 
Tongkleen.  The 
device  is  made  of 
plastic  which  "flexes 
over  the  contours  of 
the  tongue  to 
remove  the  bacterial 
coating",  reads  the 
publicity  material. 
Available  in  four 
colours,  it  retails  at 
£1.99,  with  a  trade 
price  of  £15  for  12. 

It  may  sound 
strange,  but  some  US 
and  Australian 
dentists  are 
recommending 
tongue  scraping  as  a 
means  of  reducing 
plaque  formation 
and  helping  prevent 
halitosis. 


for  ^ 

FRESH 
BREATH 

&  Clean  taste 

tongue  cleanser  f*W 

•  removes  stale  bacterial  /  In 
coating  and  food  /  j  tf 
residue.                    /  II 

•  freshens  breath  /  IB 
naturally.  /  IK 

•  opens  up  your  /  Iff 
taste  buds.      ■   /         j  II 


fiSV  "I  can  ring  up  Weleda  at 
|)^r    any  time  and  there'll  be  a 
^^>harmacist  there  who  can  help? 

Sue  Miles,  M.R.  Pharm.  S. 


Weleda  offer: 

■  The  widest  range  of  OTC 
homoeopathies  in  the  UK. 

■  Comprehensive  range  of 

26  indicated  natural  medicines. 

■  Full  range  of  Pharmacy  Only 
products  and  phamaceutical 
specialities. 

■  Full  range  of  Weleda 
toiletries. 

■  Regular  training  for 
pharmacists  and  pharmacy 
assistants. 

Generous  POR  on 
all  products. 

For  full  details,  please  call: 
0602  309319 
and  ask  for  Tele-sales. 
Or  fax  your  order: 
0602  440349. 


\  A  Jr~\  C1V}^\  Harnessing  the  Power 
UUt:  Lt  of  Nature  for  Health 

Weleda  (UK)  Limited,  Heanor  Road,  Ilkeston,  Derbyshire  DE7  8DR 
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Council  approves  'access' 
recommendations 


The  Royal  Pharmaceutical 
Society's  Council  has  approved  a 
number  of  recommendations 
which  aim  to  ensure  that  the 
introduction  of  a  professional 
allowance  would  not  jeopardise 
the  public's  reasonable  access  to 
community  pharmaceutical 
services. 

The  recommendations  were 
contained  in  the  report  of  the 
working  group  on  access  to 
community  pharmacies,  which 
Council  set  up  in  March  to 
consider  the  criteria  for 
determining  what  constituted 
"reasonable  access"  to  pharma- 
ceutical services. 

The  report's  eight  main 
recommendations  were: 

•  That  none  of  the  criteria  for  the 
payment  of  the  professional 
allowance  should  relate  to  the 
normal  procedure  encompassing 
the  dispensing  of  an  NHS 
prescription,  including  the  initial 
professional  assessment  of  the 
prescription,  assembly  and 
labelling  of  the  items  prescribed 
and  the  provision  of  any  advice 
judged  to  be  needed. 

•  That  consideration  should  be 
given  to  paying  the  professional 
allowance  on  a  sliding  scale, 


using  the  professional  fees  for 
dispensing  prescriptions  as  the 
carrier. 

•  That  if  the  professional 
allowance  were  to  be  paid  against 
a  threshold  figure  of  prescription 
numbers,  the  threshold  should 
reflect  the  fact  that  virtually  every 
pharmacy  providing  NHS 
pharmaceutical  services  makes  a 
significant  contribution  to 
healthcare. 

•  That  the  target  income  for 
pharmacies  in  the  essential 
pharmacies  scheme  should  in- 
clude the  professional  allowance 
for  all  pharmacies  in  the  scheme 
which  provide  the  designated 
additional  services. 

•  That  the  2km  criterion  should 
remain  as  a  general  rule  for  the 
award  of  an  essential  pharmacy 
allowance,  but  that  it  should 
always  be  paid  to  pharmacies 
providing  the  designated 
additional  services  which  have 
been  awarded  a  contract  under 
the  "necessary  or  desirable" 
criteria  since  the  introduction  of 
control  of  entry  to  contract. 

•  That  family  health  services 
authorities  should  be  able  to  pay 
the  professional  allowance  to  a 
pharmacy  located  less  than  2km 


fT^  CD 

\ — y 


ON  THE  SPOT 
RELIEF 


just  had  to  rub  it  in) 


BELIEF 

WITHOUT 

PILLS 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC 
&  MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 

Product  Licence  held  by  Diomed  Developments  Ltd.  Further  information  available  from  DDD  Ltd., 
94  Rickmansworth  Road,  Watford,  Herts  WD1  7JJ.      Active  ingredient  ibuprofen  B.P.  5.0%  w/w 


from  the  next  nearest  pharmacy 
when  special  considerations 
relating  to  access  apply. 

•  That  FHSAs  should  also  be  able 
to  pay  the  professional  allowance 
when  there  were  special  social 
factors,  determined  using  the 
Jarman  index,  even  if  the 
pharmacy  did  not  meet  the 
criteria  of  prescription  numbers 
and  distance  from  the  next 
nearest  pharmacy. 

•  That  the  method  of  payment  of 
the  professional  allowance  should 
not  be  subject  to  monthly 
variations  in  a  financial  year,  but 
should  be  either  paid  against  a 
"rolling  12-month  total"  or  based 
on  the  total  number  of 
prescriptions  dispensed  in  the 
financial  year  and  paid  monthly 
during  the  following  year. 

When  the  report  came  before 
Council,  Marshall  Davies  asked 
why  the  working  group  had 
assumed  broader  terms  of  reference 
than  its  remit.  Secretary  and 
registrar  John  Ferguson  said  that 
if  reasonable  access  was  to  be 
provided,  then  a  pharmacist 
likely  to  be  affected  by  the 
proposed  remuneration  structure 
might  need  his  income  sup- 
plemented. 

The  Department  of  Health  had 
said  there  would  be  an  expanded 
Essential  Small  Pharmacies 
Scheme  (ESPS).  The  working 
group  had  felt  that  it  had  to 
produce  a  report  for  PSNC  and 
the  DoH  on  the  circumstances 
under  which  pharmacies  would 
be  considered  essential  for  the 
provision  of  reasonable  access. 

Secretary  of  State  for  Health 
Virginia  Bottomley  and  the  PSNC 
had  been  keen  that  the  Society's 
access  working  group  should 
have  its  report  ready  for  the  next 
round  of  discussions. 

With  that  background  the 
working  group  produced  its 
report,  which  narrowed  the  terms 
of  reference  rather  than 
expanding  them.  They  now 
covered  the  specific  point  of 
pharmacies  which  would  not 
qualify  for  the  basic  professional 
allowance  under  the  normal 
criteria  and  did  not  qualify  for  the 
ESPS  under  the  present  criteria 
but  which  should  be  protected  so 
that  the  public  continued  to  have 
reasonable  access  to  pharma- 
ceutical services. 

Answering  a  question  from 
Hemant  Patel,  president  Nicholas 
Wood  said  the  Society  had  not 
expressed  a  view  on  the  number 
of  prescriptions  which  would 
have  to  be  dispensed  before  the 
professional  allowance  was  paid 
to  a  pharmacy.  The  working 
group  had  assumed  that  the 
figure  would  be  substantially 
lower  than  the  2,000  initially 
proposed  by  the  DoH 
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Mr  Ferguson  added  that  the 
working  group  had  also  floated 
the  idea  that  an  alternative  to  the 
threshold  figure  might  be  the 
payment  of  a  professional 
allowance  on  a  sliding  scale.  He 
did  not  think  the  Council  had 
ever  considered  that  there  might 
be  a  basic  professional  allowance 
paid  to  every  pharmacy. 

Mr  Patel  felt  that  the  issue  had 
been  fudged.  The  report  said  that 
the  rational  distribution  of 
pharmaceutical  services  had  long 
been  a  policy  of  the  Society.  He 
asked  whether  the  Council 
approved  of  this  occurring  by 
means  of  financial  attrition. 

The  president  replied  that 
there  was  no  suggestion  Council 
wished  to  see  rational  distribution 
achieved  by  this  means.  The 
Society  would  oppose  anything 
which  would  be  against  the 
general  interests  of  the 
pharmacies  concerned  if  it  was 
unfair. 

Gordon  Appelbe  said  the 
document  was  a  disappointment 
because  it  had  not  established 
criteria  for  reasonable  access  and 
had  concentrated  on  remuneration, 
which  was  a  matter  for  PSNC. 

David   Sharpe   thought  the 
group  had  come  up  with  a 
reasonable    policy    towards  I 
providing  reasonable  access  and  j 
he  asked  Council  to  approve  it.  j 
If  Council  rejected  it,  the  DoH  J 
would  not  wait  for  another  report ,  j 
to  be  produced,  but  would  impose 
its  own  ideas  of  what  reasonable 
access  was. 

Treasurer    William  Darling 
pointed  out  that  the  working 
group  had  included  two  persons 
from  outside  the  Council  so  l 
Council  could  not  tinker  with  the 
document  without  going  back  to 
them.  He  believed  the  DoH  was  I 
looking  for  a  way  to  reverse  its  9 
proposal    for    a    2,000  item: 
threshold  and  the  document  was  \\ 
the  vehicle  to  do  that. 

Council  voted  by  13  votes  to  six  j 
to  adopt  the  group's  report. 
Continuing  education  incentives 
Council  agreed  to  approach  the 
PSNC  over  the  provision  of  fin- 
ancial allowances  for  community 
pharmacists  who  engaged  in 
postgraduate    education.  A 
meeting  would  be  sought  with] 
PSNC  officials  to  discuss  the 
proposed  introduction  of  a 
postgraduate  education  criterion  i 
for  community  pharmacists  from 
1995,  as  part  of  the  new  pro- 
fessional allowance. 
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Not  all  family 
antidiarrhoeals  treat 
the  whole  family. 


The  family  antidiarrhoeal  that  your  customers  buy  for  their 
families  could  turn  out  to  be  something  of  a  disappointment. 

That's  because  the  OTC  loperamide  brands  cannot  be  taken 
by  children  under  the  age  of  twelve,  and  may  only  contain  enough 
tablets  to  treat  just  one  or  two  people.  And  that  could  really  be  a 
problem  if  the  family's  away  on  holiday  or  unable  to  get  to  a 
pharmacy. 

J.  COLLIS  BROWNE'S  Tablets  are  not  only  suitable  for  children 
over  six  years  of  age,  a  large  pack  of  36  tablets  will  treat  up  to  two 
adults  and  two  children  for  a  whole  day. 

J.  COLLIS  BROWNE'S  Tablets  are  going  to  be  extensively  advertised 
during  the  coming  months  so  make  sure  you  have  plenty  in  stock. 

Then  you  can  be  sure  that  the  antidiarrhoeal  you  recommend 
is  one  the  whole  family  can  benefit  from. 


Also  available  as  a  liquid. 


J.  COLLIS  BROWNE'S 
TABLETS 


TREATS  CHILDREN  FROM  THE  AGE  OF  SIX 
 AND  TREATS  THE  FAMILY  FROM  A  SINGLE  PACK.  

Product  information.  Indications:  For  the  symptomatic  relief  of  occasional  diarrhoea  in  colic,  mild  forms  of  gastro-enteritis,  miid  food  poisoning  and  holiday  upset 
stomach.  Active  ingredients:  Morphine  hydrochloride  Ph.  Eur  -  0.35  mg,  light  kaolin  B.P.  -  750  mg,  calcium  carbonate,  heavy  Ph.  Eur  -  200  mg.  Dosage  and 
administration:  Not  more  than  6  doses  to  be  taken  in  24  hours.  Adults:  2-3  tablets  at  once,  then  2-3  tablets  every  four  hours.  Children  aged  6-10  years:  One 
tablet  at  once,  then  one  tablet  every  four  hours.  Not  recommended  for  children  under  6  years.  Contra-indications,  warnings  etc.:  In  addition  to  taking  the  tablets, 
it  is  important  to  replace  body  fluids  lost  during  diarrhoea.  Retail  price:  £1.99  -  pack  of  18  tablets.  £2.99  -  pack  of  36  tablets.  Product  licence  number:  PL. 
0337/0210.  Product  licence  holder:  Napp  Laboratories  Limited,  Cambridge  Science  Park,  Milton  Road,  Cambridge  CB4  4GW,  UK.  Tel:  0223  424444. 
Further  information  is  available  from  Napp  Laboratories  Ltd.  Napp  Consumer  Products  Division.  ®  J.  COLLIS  BROWNE'S  and  the  Napp  device  are  Registered 
Trade  Marks.  ©  Napp  Laboratories  Ltd.  1993. 


Chemist  &  Druggist 
BPC  prereg  award 

C&D  is  offering  a  preregistration  graduate  the 
opportunity  to  attend  this  year's  British  Pharmaceutical 
Conference  at  Reading  University  (September  21-24) 
with  basic  expenses  paid  (see  p88). 

You  are  invited  to  send  an  open  letter  to  the 
Society's  president,  setting  out  in  250  words  the  kind 
of  hospital  or  community  pharmacy  practices  you 
would  like  to  see  in  place  by  the  year  2000,  and 
identifying  three  key  points  the  Society  will  need  to 
pursue  to  achieve  your  objectives. 

Society  president  Nick  Wood  has  kindly  agreed  to 
judge  the  entries.  The  winner  and  the  best  five  letters 
will  be  published  in  C&D  on  August  21. 

Send  your  entry,  250  words,  typed  and  double  spaced,  to: 
John  Skelton  BPharm  MRPharmS,  Editor,  Chemist  & 
Druggist,  Benn  Publications  Ltd,  Sovereign  Way, 
Tonbridge,  Kent  TN9  1 RW,  to  reach  us  no  later  than 
August  1 3. 

Name   

Pharmacy  address   


Tel  no  

Please  ask  your  tutor  to  sign  and  print  their  name  below, 
and  give  their  registration  number. 

Name   

Reg  no   


ADVERTISING 
SUPPORT 


(It's  the  \&:     /9  could  do  for  the  brand  leader) 

PAIN 

RELIEF 

WTHOUT 

PILLS 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC 
&  MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 

Product  Licence  held  by  Diomed  Developments  Ltd.  Further  information  available  from  DDD  Ltd.. 
94  Rickmansworth  Road,  Watford,  Herts  WD1  7JJ.      Active  ingredient  ibuprofen  BP.  5.0%  w/w 


A  prescription 
for  disaster 

I  write  both  as  a  potentially 
affected  party  and  as  the  only 
Council  member  who  spoke 
and  voted  against  the 
recommendations  of  the  report 
on  the  professional  allowance 
and  essential  pharmacies  (see 
pi  14).  So  what  has  the  working 
party  recommended  and  the 
Council  accepted? 

The  report  not  only  provides  a 
lasting  endorsement  to  the 
principles  which  financially 
disadvantage  a  large  section  of 
community  pharmacies,  but 
also  provides  a  mechanism  with 
which  to  achieve  it. 

Like  the  National  Audit  Office 
and  Public  Accounts  Committee 
reports  before,  the  working 
party  has  shied  away  from  the 
difficult  task  of  defining  the 
terms  "necessary  and  desirable" 
and,  in  effect,  endorsed  financial 
attrition  as  a  means  to  achieve 
"rational  distribution".  Is  a 
decrease  in  the  number  of  small 
pharmacies  a  real  motive  of  the 
RSPGB  too?  I  hope  not. 

Despite  the  overwhelming 
disapproval  of  the  membership, 
nowhere  in  the  report  is  there 
any  condemnation  of  the  use  of 
the  threshold  principle.  Nor  is 
there  any  criticism  of  the 
single-tier  fee  or  the  loss  of 
on-cost.  Instead,  by  its  repeated 
use,  the  threshold  concept  is 
given  an  air  of  acceptance  by  the 
Society. 

Most  significantly  of  all,  there 
are  no  worked  examples  to 
illustrate  the  likely  effects  of  the 
proposals  on  remuneration.  My 
understanding  is  that  not  even  a 
feeble  attempt  was  made  to 
discover  the  likely  outcome  as  a 
result  of  the  recommendations. 

As  a  result,  the  Council  has 
endorsed  a  principle  which  will 
result  in  the  transfer  of  up  to 
£10  million  from  pharmacies 
dispensing  4,000  items  a  month 
or  less  to  those  dispensing  over 
4,000  items. 

The  implementation  of  the 
report  will  exacerbate  an  already 
serious  situation.  Pharmacy 
Support  Group  studies, 
unbelievably,  show  that,  for  at 
least  the  past  ten  years,  in  terms 
of  remuneration  we  have  not 
even  stood  still.  When 
indexation  is  applied  to  yearly 
earnings,  all  groups  have 
suffered  decreases  in  real 
earnings  due  to  consistent 
underfunding  of  the  global  sum. 

At  present  even  the  costs  due 
to  inflation  are  not  being 
recovered.  There  will 
additionally  be  a  loss  of  2.5  per 
cent  on-cost  when  drug  costs 
are  rising  at  13  per  cent. 

We,  as  pharmacists,  have  two 
roles:  the  paid  dispensing  role 
and  largely  unpaid  extended 
professional  role.  The  changes 
as  we  approach  the  end  of  the 
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century,  with  a  growing  aged 
population  and  increased  care  in 
the  community,  will  result  in 
the  professional  role  of  the 
pharmacist  being  given  greater 
importance. 

But  the  Government  is 
cash-strapped  and  is  likely  to 
remain  so  for  the  foreseeable 
future.  There  is  no  new  money 
available  to  fund  new  roles. 

Confirmation  of  both  these 
facts  is  provided  in  the  offer 
letter  to  the  chairman  of  PSNC 
from  Melvyn  Jeremiah:  "We 
continue  to  place  greater 
emphasis  in  the  structure  on  I 
the  payment  of  professional 
services.  I  believe  there  is 
considerable  scope  for  funding 
new  roles  from  within  existing 
resources." 

Clearly,  the  dispensing  role  in  | 
monetary  terms  is  being 
devalued  and  the  professional 
role  revalued.  This  is  bad  news  ; 
for  large  contractors  as  new 
roles  would  put  more  emphasis  j 
on  the  role  of  the  pharmacist 
rather  than  technician. 

With  reduced  income  from 
dispensing,  he  may  have  to 
employ  a  second  pharmacist  to 
take  on  the  new  role  activities. 
So  a  small  single-tier  fee  (eg 
84p)  with  a  large  professional 
allowance  (approx  £15,000) 
being  paid  only  for  new 
activities  carried  out  will  be 
found  unacceptable. 

The  dilemma  is  that,  on  the 
other  hand,  a  PA  linked  to  a 
threshold  (eg  1,000)  and  a 
single-tier  fee  of  about  £1.16  will  I 
disadvantage  to  varying  degrees  ,: 
all  pharmacies  dispensing  4,000 
items  a  month  or  less  and 
greatly  reward  large  contractors.!: 
When  net  margins  are  about  j 
6-8  per  cent  or  less  for  many  at  1 
the  bottom  end,  this  type  of 
recommendation  is 
unacceptable.  The  Council  will 
have  to  bear  full  responsibility 
for  its  lack  of  foresight.  Yet 
again  it  has  gone  for  short-term 
gains  and  lost  an  opportunity  to  1 
address  the  problems  in  a 
non-confrontational  way  for 
long-term  benefits. 

So  what  will  happen  when  thei 
demands  are  made  for  further 
increases  in  standards  of 
pharmacies,  quality  of  service 
and  participation  in 
postgraduate  courses?  New 
solutions  are  needed,  otherwise  j 
this  problem  of  remuneration 
will  continue  to  haunt  us. 

Until  then  there  should  be  a 
moratorium  on  change.  The 
DoH  must  know  there  will  be 
the  most  severe  and  immediate 
"kick-back"  from  pharmacists  if 
attempts  are  made  to  impose  or 
implement  proposals  which 
produce  such  detrimental 
changes. 


Hemant  Patel 

London 
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Businessnews 


LIG  blueprint 
for  Europe 

LIG  are  to  focus  on  France  next  in 
their  strategy  to  develop  health 
markets  across  Europe,  when 
they  have  completed  an  invest- 
ment campaign  in  their  key 
development  area,  Germany. 

Operating  in  every  western 
European  country,  with  Italy  the 
Group's  largest  market,  LIG  have 
manufacturing  units  in  the  UK 
(LRC  Products),  Italy  (Hatu-Ico) 
and  Spain  (Hispano-Ico). 

Nicholas  Hodges,  managing 
director  London  International, 
Europe,  says:  "Key  to  this  success 
is  that  we  have  no  strategy  to  run 
Europe  as  a  single  unit. 

"Mass  marketing  via  drug- 
store/pharmacy chains  is  an 
economic  and  obvious  way  to 
expand.  But  in  Italy,  and  Spain  for 
that  matter,  pharmacy  chains  do 
not  exist  by  law." 

Mr  Hodges  says  that,  across 
Europe,  the  move  is  away  from 
pharmacy.  Vending  machines  de- 
liver 10  per  cent  of  UK  condoms, 
in  Germany  25  per  cent.  LIG  have 
50  per  cent  of  the  European 
market  of  750  million  units. 

LIG  plan  a  video/leaflet 
campaign  for  UK  schools,  backed 
by  further  educative  materials  for 
parents. 

•  In  the  UK,  Femidom  now  has  1 
per  cent  by  volume  (2  per  cent  at 
launch),  while  Assure  has  3  per 
cent  of  a  150  million  unit  market. 


Our  options  on 
Sunday  trading 


Details  of  the  four  options  to 
reform  the  Sunday  trading  laws 
were  published  in  a  draft  Bill  on 
Tuesday. 

The  first  option  is  total 
deregulation,  allowing  all  shops 
to  open  on  a  Sunday. 

The  second  option  is  partial 
deregulation,  proposed  by  the 
Shopping  Hours  Reform  Council, 
which  would  allow  small  shops 
(under  280  sq  m)  to  open  on  a 
Sunday  while  larger  shops  would 
be  restricted  to  a  continuous 
six-hour  period  between  10am 
and  6pm,  provided  they  had 
notified  the  local  authority. 

The  third  option,  proposed  by 
the  Keep  Sunday  Special 
Campaign,  would  close  most 
shops  while  permitting  a  limited 
range  to  open.  No  shop  would  be 
able  to  open  unless  it  was 
registered  with  the  local 
authority  or  fell  into  one  of  two 
exempt  categories  —  those 
exempt  irrespective  of  size  and 
those  which  were  size-limited. 

Pharmacies  would  be  exempt, 
irrespective  of  size,  for  the  sale  of 
medicines  and  surgical  appliances, 
and  those  which  did  not  exceed 
280  sq  m  would  be  exempt  where 
the  main  activity  was  the  sale  of 


PATA  reports  successful  year 


The  Proprietary  Articles  Trade 
Association  successfully  defended 
resale  prices  on  OTC  medicines 
during  1992,  according  to  their 
annual  report. 

During  the  year,  a  total  of  219 
complaints  were  received,  a  small 
increase  on  1991.  But  in  the 
October-December  period,  the 
number  of  complaints  increased 
by  171  per  cent  compared  with  12 
months  earlier.  Income  for  the 
year  increased  to  £114,317, 
which  included  a  donation  of 
£3,400  from  newly  elected 
associate  members,  Boots. 

During  the  year  three  other 


manufacturers  joined  the 
Association  —  Lichtwer  Pharma 
UK  Ltd,  Schering-Plough  Ltd  and 
Healthcraft  Ltd. 

The  PATA  also  developed  a 
programme  for  highlighting  the 
role  of  resale  price  maintenance 
with  pre-registration  students, 
struck  an  agreement  with  vita- 
min and  food  supplement  manu- 
facturers on  a  code  of  practice  for 
producing  promotional  packs 
which  does  not  endanger  their 
rights  to  RPM  on  their  standard 
packs,  and  moved  offices  out  of 
central  London  to  Watford, 
helping  to  reduce  costs. 


medicines,  surgical  appliances, 
toiletries  and  cosmetics. 

The  KSSC  option  would  ban 
large  supermarkets  and  depart- 
ment stores  from  Sunday  opening 
and  a  breach  of  the  law  would 
carry  fines  up  to  £50,000. 

The  final  proposal  would  come 
from  the  Retailer:  the  Shops  Act 
Reform.  Most  shops  would 
remain  closed  but  a  wider  range 
of  shops  and  all  markets  could 
open.  All  shops  could  open  on  the 
four  Sundays  before  Christmas. 

The  Government  is  proposing 
that  the  issue  should  be  resolved 
by  a  free  vote.  The  House  will  first 
have  to  agree  in  principle  that  the 
Sunday  trading  provisions  of  the 
1950  Shops  Act  should  be  re- 
placed by  one  of  the  options  in  the 
Bill. 

Home  Secretary  Michael 
Howard  said:  "Whichever  model 
is  chosen,  existing  shop  workers 
will  be  specially  protected  against 
being  forced  to  work  on  a  Sunday. 
If  they  chose  not  to  work  on 
Sundays,  they  will  be  protected 
against  dismissal  and  against 
other  forms  of  victimisation  from 
their  employers.  This  right  will 
also  extend  to  those  shop  workers 
who  have  already  agreed  to  work 
on  a  Sunday." 

Retbrmimg  the  Law  on  Sunday 
Trading:  A  Guide  to  the  Options 
for  Reform  (HMSO,  £9.40). 
•  The  declaration  of  support 
from  Prime  Minister  John  Major 
has  further  boosted  the  hopes  of 
MPs  campaigning  for  the  lifting 
of  all  restrictions  on  Sunday 
trading. 


Scherer 
acquires 

R.P.  Scherer  have  acquired 
Pharmagel  SpA  and  Pharmagel 
SA,  European  softgel  companies 
located  in  Italy  and  France,  for 
$30  million. 


Henkel  to  stir 
up  UK  market 

Henkel  Cosmetics'  brands,  and 
not  the  corporation  that  powers 
them,  will  be  the  force  which 
pushes  the  company  further  up 
the  UK  top  20  listing  for 
cosmetic/toiletry  companies,  ac- 
cording to  executive  director 
David  Cochrane,  speaking  before 
the  launch  of  their  "Euro-brand" 
toothpaste  and  mouthwash  Thera- 
med  (see  pp96,  113). 
Mr  Cochrane  aims  to  take 


5  mT^ 


David  Cochrane,  Henkel  Cosmetics' 
excutive  director 

Thera-med  through  the  £10 
million  sales  barrier  within  a 
year,  and  believes  the  product  will 
grow  the  UK  oral  hygiene  market 
in  the  same  way  it  has  done  across 
Europe. 

Henkel  Cosmetics  have  just 
restructured  their  salesforce, 
with  David  Colloff  becoming 
national  field  sales  manager  and 
Les  Philo  national  account 
manager. 

Mr  Cochrane  cites  Thera-med 
as  an  example  of  the  way  Henkel 
will  grow  by  bringing  to  the 
market  research-based  products 
of  difference,  either  developed 
in-house  by  the  German  parent 
company,  via  brands  acquired  by 
selective  purchase  or  by  organic 
growth  of  their  ranges. 

"Our  mission  is  to  grow 
three-fold  in  three  to  five  years." 

Henkel  took  off  last  year  with 
the  purchase  of  Nobel  in  February 
and  Henara  in  July.  Turnover  is 
£15m  through  a  hair,  skin,  body 
and  oralcare  portfolio. 


GEME5I5 


SOLD  IN  25  COUNTRIES 

™„  ,  MAKE  SURE  YOUR  CUSTOMERS  BUY  THEM 

Throwaway  Panties  before  they  go  away 

AVAILABLE  FROM  ALL  GOOD  WHOLESALERS 

OR  CONTACT  REBECCA:  Dailvs  Ltd.,  Wvkeham  House.  Alan  Drive.  Hale.  Cheshire  WA15  OLR  Tel:  061-904  8255  Fax::  061-904  8254 
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Sixth  amendment  to 
Cosmetic  Directive 


The  Sixth  amendment  to  the 
Cosmetic  Directive  was  published 
last  month.  But  the  Cosmetic, 
Toiletry  &  Perfumery  Association 
says  a  number  of  the  measures 
introduced  will  need  further 
analysis,  particularly  if  trade 
barriers  are  to  be  avoided. 

Manufacturers  and  importers 
will  need  to  begin  work  now  to 
ensure  they  have  the  necessary 
structure  and  documentation 
required  by  1997. 

The  CTPA  summarised  the  key 
points  of  the  legislation: 

•  Definition  of  cosmetic 
product:  Article  1  has  been 
altered  but  the  amendment  is  not 
intended  to  significantly  alter  the 
current  position. 

•  General  safety:  Article  2  has 
been  amended  to  include 
reasonably  foreseeable  conditions 
of  use.  Account  is  to  be  taken  of 
presentation,  labelling  and  ac- 
companying information. 

•  Animal  testing:  A  new 
paragraph,  under  Article  4  (1) 
prohibits  the  use  in  cosmetics  of 
ingredients  or  combinations  of 
ingredients  tested  on  animals 
after  January  1,  1998,  to  meet  the 
requirements  of  the  Directive. 

There  are  provisions  for  the 
1998  deadline  to  be  extended,  via 
Article  10,  if  non-animal  alter- 
native methods  are  not  available 
by  1998. 

•  Inventory:  By  December  14, 
1994,  the  Commission  must  draw 
up  an  inventory  of  ingredients  in 
use  in  cosmetics.  It  will  include 
the  identity  of  the  ingredient,  its 
function  and  any  restrictions, 
conditions  of  use  or  warnings. 

This  inventory,  which  includes 
the  harmonised  nomenclature 
name  for  ingredient  labelling 
purposes,  will  form  the  basis  of  a 
dictionary. 

A  preliminary  "core"  inventory 
is  being  prepared  and  will  be 
available  on  diskette  from  CTPA 
for  £75  to  non-members.  Members 
will  need  to  check  this  to  ensure 
their  ingredients  are  included. 


Ingredient  labelling:  From 
1997,  products  will  be  required  to 
carry  a  list  of  ingredients  in 
descending  order  of  weight  at  the 
time  they  are  added. 
®  "Not  tested  on  animals" 
labelling:  Article  6  (3)  has  the 
following  additional  wording: 
"Furthermore,  any  reference  to 
testing  on  animals  must  state 
clearly  whether  the  tests  carried 
out  involve  the  finished  product 
and/or  its  ingredients." 

The  Department  of  Trade 
interpretation  of  this  wording  is 
that,  where  animal  testing  of 
either  the  ingredient  or  the 
finished  product  has  taken  place, 
this  should  be  made  clear  if  there 
is  a  reference  to  animal  testing 
accompanying  the  product. 

•  National  language  labelling: 
Article  7  (2)  now  makes  provision 
for  certain  items  to  be  expressed 
in  the  national  or  official 
language  or  languages  of  the 
country  where  the  product  will 
be  sold. 

•  Poisons  centre  information: 

Member  states  may  require 
"appropriate  and  adequate 
information  on  substances  used 
in  cosmetic  products"  to  be 
made  available  for  purposes  of 
prompt  and  appropriate  medical 
treatment. 

•  Information  requirements: 

The  amendment  introduces  a 
requirement  for  the  manu- 
facturer (or  his  agents)  or  the 
person  responsible  for  placing  an 
imported  cosmetic  product  on 
the  EC  market  to  keep  certain 
information  readily  accessible  to 
the  competent  authorities  of  the 
member  state  concerned  at  the 
address  specified  on  the  product 
label. 

•  Implementation:  Member 
states  must  introduce  national 
regulations  by  June  14,  1995 
manufacturers/importers  com 
pliance  date  is  January  1,  1997. 
After  December  31, 1997,  products 
not  complying  cannot  be  sold  to 
consumers 


IN  THE  CITY 


Interest  rates  throughout  Europe  have  tumbled  in  the  past 
few  weeks,  leading  to  a  strong  performance  by  Continental 
bourses.  However,  continued  policy  differences  at  home  have 
dashed  hopes  of  an  early  cut  in  the  cost  of  money.  Signs  of 
faltering  economic  recovery  while  the  Government  considers 
tax  increases  have  added  to  the  stock  market's  depressed 
mood. 

Pharmaceutical  stocks  have  also  been  lacklustre.  Investors 
have  continued  to  fret  about  the  proposed  healthcare  reforms 
in  the  US.  As  a  result,  blue  chip  drug  stocks  have  drifted  lower. 
The  sector  has  lagged  the  market  by  about  7  per  cent  in  the 
past  month  and  by  almost  a  fifth  over  the  past  year. 

Shares  in  Wellcome  have  been  particularly  unsettled, 
thanks  to  growing  controversy  about  Retrovir.  They  have 
underperformed  the  all-share  index  by  about  36  per  cent  in 
the  past  12  months  amid  worries  about  competitors  for  its 
Aids  treatment.  One  such  rumour  concerns  Proteus,  the 
small  drug  research  company  which  is  thought  to  be  close  to 
making  a  breakthrough  with  a  rival  product.  Proteus  shares 
have  been  moving  up  sharply  on  the  speculation.  Fears  about 
Wellcome's  growth  prospects  were  further  fuelled  by  the 
recent  decision  to  cease  studies  into  the  role  of  Filolan,  its 
heart  and  kidney  drug. 

But  shares  in  Smithkline  Beecham  have  attracted  keen 
interest  on  hopes  that  Tagamet  may  soon  get  UK  approval  for 
over-the-counter  sale.  The  move  coincided  with  the  spate  of 
"buy"  recommendations  from  several  brokers  both  sides  of 
the  Atlantic. 

AAH  have  also  enjoyed  a  strong  run  following  better  than 
expected  full  results  last  month.  Hoare  Govett,  the  influential 
City  broker,  believes  the  group  should  continue  to  show 
steady  growth  regardless  of  measures  aimed  at  drug 
companies  to  curb  the  NHS  drugs  bill.  The  broker  is 
forecasting  AAH's  taxable  profits  to  grow  from  £37  million  to 
£46m  in  the  year  to  March  31,  1994. 

Medeva,  which  has  largely  bucked  the  bearish  conditions  in 
the  sector,  have  also  seen  a  strong  run  in  the  past  few  weeks. 
The  shares  have  recently  been  buoyed  by  purchases  from  the 
US,  fuelled  partly  by  a  leading  US  investment  newsletter. 
Panmure  Gordon,  the  City  broker,  is  also  a  fan.  The  company 
is  believed  by  some  to  be  stalking  Fisons  for  a  takeover  bid. 
But  others  regard  Zeneca,  spun  off  from  chemicals  giant  ICI 
earlier  this  year,  as  a  more  likely  predator.  


Proteus  to  develop  US  HIV  base 


Proteus  International  pic  have 
joined  forces  with  the  New  York 
Blood  Center  Inc  in  a  bid  to 
develop  potential  anti-viral 
agents,  initially  against  HIV. 

Trading  under  the  wholly- 
owned  US-based  subsidiary 
Prohaema  Corporation,  the 
NYBC  will  attempt  to  combine 


the  compounds  produced  to  date! 
by  the  two  organisations  into 
potentially  efficacious  therapeutic 
treatments  for  HIV/AIDS. 

NYBC  will  receive  royalty 
revenues  in  connection  with  the 
projects,  together  with  an 
advance  licensing  payment  of 
£30,000. 


pense  Wyeth  Temazepam  Tablets 


WYETH 


WYETH* 

ERICS  HOTLINE  0628  414792  w^igS 


FOR  FURTHER  INFORMATION  REFER  TO  DATA  SHEET  OR  CONTACT  WYETH  LABORATORIES,  TAPLOW,  MAIDENHEAD,  BERKS. 

'TRADEMARK 
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SITUATIONS 
WANTED 


APPOINTMENTS 


A  MAN  FOR 
ALL  SEASONS 

Emergency  Locum 
Pharmacist  available  on  a 
daily  basis. 

Reliable,  adaptable  and 
highly  recommended. 

Contact:  Lionel  Stein, 

47  Preston  Road, 
Wembley,  Middlesex. 

Telephone:  081-904  2976 


SOUTH 
MANCHESTER 

Small  friendly  community 
pharmacy  requires  enthusiastic 
pharmacy  manager. 
Competitive  salary  &  bonus 
scheme,  5  day  week, 
minimum  paperwork, 
good  working  conditions. 
Suitable  experience  essential. 

TELEPHONE: 
061-432  3612 


LOCUMS 


Provincial  Pharmacy 
Locum  Services M$ 


We  have  over  3,000  pharmacists 
registered!  Plus  experience  of  handling 
over  100,000  bookings  NATIONWIDE! 

OUR  BUSINESS 


EDINBURGH 

031-2290900 


Place  your  locum  problem  in  the 


MANCHESTER! 
061-7664013 1 


NEWCASTLE 

091-233  0506 


hands  of  our  experienced  co-ordinators 
We  will  inform  you  the  moment  cover 
is  found.  We  leave  you  to  get  on 
with  doing  what  you  do  best, 
running  your  business. 

PLEASE  CALL  NOW! 


SHEFFIELD 

0742-699  937 


MIDLAND  PHARMACY 
LOCUM  AGENCY 

Urgently  require  locums  for  weeks, 
full  days  etc.  to  register  now. 
Please  call: 
(0902)  24664  (24hrs) 


FRANK  G.  MAY 
AND  SON 


Locums  required  &  supplied  in  the  South  East. 
Please  telephone 
Keith  May  -  0622  754427  (24  hours) 


mm 


d  a  healthy  outlook 
our  local  community 


CHEMISTS 


Moss  Chemists  is  one  of  Britain's  most  respected 
pharmacy  chains.  For  over  75  years  customers  have 
relied  upon  our  high  standards  of  service  and 
professionally  trained  staff.  Staff  who  listen  and  offer 
good  advice  and  regard  themselves  as  very  much  part  of 
the  community  health  team 

MANAGERS 

•  Lancaster*  Manchester 
•  Slough*  Preston*  Rotherham 
•  Saffron  Walden  •  Stoke  on  Trent 

Continued  growth  has  created  career 
opportunities  for  pharmacists  with  the  personality 
and  drive  to  make  a  real  impact  on  local 
community  healthcare 

Experienced  or  newly  qualified,  (full  training  will 
be  given)  we  need  an  individual  with  a 
commitment  to  patient  counselling,  coupled  with 
the  communications  skills  and  management 
qualities  to  actively  market  a  wide  range  of 
medicines,  healthcare  and  leisure  products 

In  return,  you'll  enjoy  the  full  support  of  a  highly 
professional  company,  modern  well  equipped  and 
efficient  facilities,  flexible  working  hours  and  a 
highly  competitive  salary  and  benefits  package.  This 
will  include,  PPP  membership,  pension  scheme  with 
life  assurance  and  generous  staff  discounts. 

Apply  with  CV  to:  Mr  Roger  Cotton  MRPharmS, 
Recruitment  and  Training  Executive,  Moss  Chemists, 
Fern  Grove,  Feltham,  Middlesex  TW14  9BD.  IA7372 


LLOYDS  CHEMISTS 


REQUIRE  A 

PHARMACY  MANAGER 

FOR  OKEHAMPTON 

Lloyds  Chemists  are  looking  for  high  calibre  professional 
Pharmacists  capable  of  managing  a  team  and  developing  a 
community  pharmacy,  which  genuinely  cares  for  the  needs  of  its 
patients  and  who  wants  to  be  part  of  a  highly  successful  Company. 


BENEFITS 


•  Unrivalled  promotion 
prospects 

•  Profit  related  bonus 


•  20%  staff  discount 

•  Secure  Pension  Scheme 

•  Free  Private  Healthcare 


CONTACT 


Sandra  Williams,  Pharmacist  Recruitment  Officer, 
Llovds  Chemists  Pic.  -  Telephone:  (Daytime)  0827  718001 
(  Evenings  and  Weekends)  0827  260023/0827  50752 
Direct  Line:  0827  713990  during  office  hours. 
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BUSINESS  FOR  SALE 


FINANCIAL 


/ 


BUSINESS  FOR  SALE 


'     CM.A.  FLYNN 
'     CHEMIST  LIMITED 


The  Receiver  and  Manager  offer  for  sale,  as  a  going  concern,  the 
business  and  assets  of  an  independent  chemists  group  based  in 
the  Isle  of  Man. 
Principal  features  include: 

•  3  long  established  Pharmacies  with  N.H.S.  Licences. 

•  Annual  Turnover  of  approx.  £750,000. 

•  Leasehold  properties  in  Douglas  and  Port  St.  Mary,  Isle  of  Man 

•  Experienced  staff  available 

•  Good  O.T.C.  trade  including  cosmetic  agencies. 

•  Benefit  of  advantageous  tax  regime  on  the  island.  

For  further  information  please  contact  the 
Receiver  and  Manager  Sudhir  Rishi,  F.I. P. A. 

S.Rishi  &  Co. 

2  Stanhope  Avenue,  Church  End,  London  N3  3LX 
Tel.  081  343  3030.      Fax.  081  343  4023. 


Finance 

Numark  has  negotiated 
competitive  terms  from  British 
Joint  Stock  Ranks,  to  provide 

finance  to  independent 
pharmacists  for  the  purchase  of 
new  pharmacies,  or  re-finance 
existing  loans,  with  no 
trading  ties. 

If  you  would  like  an  application  form,  which  includes  lull 
details  oj  the  scheme,  please  contact 
Retail  Services  Department 
Numark  Management  Ltd.,  5  6  Fairway  Court 
Amber  Close,  Tamworth 
Staffs  B77  4RP    Tel:  0827  69269 

NUMARK  FINANCE  -  KEEPING  INDEPENDENTS  INDEPENDENT] 


ALLIANCE  VALUERS  & 
STOCKTAKERS 

Telephone  Harrogate  (0423)  531571 

PRESTON  (LANCS) 


Co  DURHAM 

Sole  Village  Pharmacy  showing  rapid 
growth.  Sales  FYE  31/3/93  £261.000  NHS 
items  average  2.400  per  month  New  lease 
to  be  granted  at  £3.000  per  annum  Flat 
above  available  separately  il  required 
Offers  in  excess  of  £95.000  for  GW/Fix  plus 
SAV 


« 


For  sale  due  to  ill  health  Suburban  Phar- 
macy in  densely  populated  residential  area 
T/O  FYE  31  Aug  92  £190,682  GP  31.8% 
NHS  items  average  2,075  per  month  Very 
low  overheads,  easily  managed  Freehold 
properly  with  former  L/Accom  £40.000 
Otters  for  GW/Fix  around  £35.000  plus  SAV 
approx  £17.000. 

MANY  BUSINESSES  NEVER  ADVERTISED.  PLEASE  PHONE  FOR  DETAILS 


W  A  I  BROOK 


BUSINESS  OPPORTUNITIES 


BUYING  A  PHARMACY? 
ENTERING  A  PARTNERSHIP? 
MFRGING  TWO  PHARMACIES? 

KING  ON  A  FRANCHISE? 

Green  Ph  ,  h  y  Consultants  are  a  team  of  experienced  experts  who 
have  hand!  i  the  buying  and  selling  of  hundreds  of  pharmacies 
throughout  I  K  We  are  able  to  act  as  your  personal  adviser  on 
the  specialist  i  i<  of  acquiring  a  pharmacy  by  whatever  method. 
We  can  help  an  loans,  offer  training  and  guidance  on  running 
the  business  and  deal  with  all  the  important  property  questions  such 
as  leases  refit  pi  1  We  can  approach  owners  and  negotiate  on 
your  behalf  and  we  i«  'P  a  register  of  businesses  that  are  available 
for  independent  succe  ,  ion  and  of  potential  buyers  and  franchisees. 
We  guarantee  to  save  you  much  more,  when  you  buy  a  pharmacy, 
than  the  cost  of  our  fees,  so  call  us  now  or  keep  a  note  of  our  number 
for  future  reference,  and  let  us  help  you  with  your  quest  for  pharmacy 
ownership.  „„«,-rir 
GREEN  PHARMACY  CONSULTANTS  -  Tel:  (0342)  824605 


PRACTICE  LOANS 


We  offer  professional  people  100%  practice 
loans  to  purchase,  merge  or  re-finance, 
so  there  is  no  need  to  mortgage  your  home 
to  raise  capital  for  this  purpose. 

Various  repayment  methods  are  available 
to  suil  individual  requirements  for  terms  of 
20  years  or  longer.  We  are  willing  to  consider 
loans  to  partnerships  and  sole  practices. 

To  find  oul  more  call  us  on  071-242-4375 
or  write  toJ.W.  Sleath  &  Co.  Ltd.,  Insurance 
and  Mortgage  Brokers,  58  Theobalds  Road, 
London  WC1X8SG,  

Specialists  in  Practice  Finance 

ABOVE  BANK  BASE 


Is  your  business  being  overcharged  by  the  Bank? 
Let  me  -  a  fully  qualified  ex-banker  investigate 

on  your  behalf. 
Contact  A.W.  MURPHY  acib 

(0709)  700674 
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PHARMACY  COMPUTER  SYSTEMS 


PACE  fieta 


LABELLING 
SYSTEMS 


THE  BETTER  LABELLING  & 
RECORD  SYSTEMS 

•  Faster  •  Simpler 

•  Guaranteed  Security  •  Free  Credit 

•  More  Features  •  Low  Price 

No  one  has  more  experience. 
Don't  buy  without  first  seeing  a  Pace  Beta 
demonstrated  in  YOUR  pharmacy 
•  Available  for  one  months  trial 
For  details  and  a  free  demonstration 
Telephone:  061-941  7011 
37  Stamford  New  Road,  Altrincham  WA14  1EB 


BACK  A 
WINNER! 
GO  FOR  THE 
ALCHEMIST 
3000 


The  Alchemist  3000  dispensary  computer  system  has 
all  you  would  expect  a  leading  system  to  have. 
For  details  and  of  our  special  FREE  SOFTWARE  offer 
Call  0772-622839 


nw  cost  maintenance 


'  cost  maintenan 


John  Richardson  Computers  Ltd 


PMR 


Latest  £/qo 
Update  O'JQ 


EPOS 


JRC  systems  are  renowned  for  their  speed,  ease-of-use 
and  flexibility  -  They  are  the  most  widely  used  in  pharmacy 
today,  are  constantly  updated  and  enjoy  an  enviable  after- 
sales  service.  You  may  think  you  can't  afford  the  best  - 
You'll  be  surprised  . . . 


FOR  MORE  DETAILS,  OR  FREE  EPOS/PMR  VIDEOS,  PHONE  0772  323763 
(FAX  0772  323003)  -   OR  WRITE  TO  JRC  LTD,  FREEPOST.  PR 5  6BR 


Simply  the  best 


ILfi-*-)#nfi"IL<*-JI 


inscription 

enc,orsefT)enfs 


3  years 

'£ene;ous  part 
exchange  allows 


AT  LAST! 

The  ultimate  full  colour  system  that 
saves  you  time  and  money  on 

endorsements 
Outstanding  features  include: 

*  Endorsements 
I  Full  Reporting 

*  Extemporaneous  Items 
I  Every  UK  Drug  Tariff 

)  Nursing  Homes 

I  Blacklist  Alert 

>  Maximises  Remuneration 

*  Warehouse  &  Epos  Systems 

The  complete  system  for  only  £3295 
and  nothing  to  pay  for  2  years. 

Software  only  also  available. 


Please  telephone  for  a 
demonstration  -  Simple  Software 
*     PO  Box  2611,  Smethwick, 
Warley,  West  Midlands  B66  1BN 
Telephone:  021  580  1511 
Fax:  021  580  1462 


5  CALVERT  COMPUTER 
SERVICES  PRESCRIPTION 
LABELLING  SYSTEMS 


including: 

•  Patient  records  •  Drug  interactions 
•  Owings  •  Stock  usage 
•  Controlled  dosage  sections  for  homes  etc. 
•  Complete  systems  avialable 
•  28  day  free  trial  on  all  software 


FOR  MORE  DETAILS,  CONTACT 
S  CALVERT  COMPUTER  SERVICES  AT 
83  PONTEFRACT  LANE,  LEEDS,  LS9  9HS. 
PHONE  (0532)  484746 


TO  ADVERTISE  IN  THIS 

SECTION  PLEASE 
PHONE  JOE  DOVETON 
ON  0732  364422  EXT.  2314 


Three  Items  For  A  Total  Cure! 


PILLS  -  Patient  Medication  Records 
Checkout  -  POSH  EPOS 
Ob-serve  -  Book  keeping  package 

Hadley  Hutt  Computing  Ltd, 
George  Bayliss  Road, 
Droirwich, 
Worcs.  WR9  9RD 
Telephone:  0905  795335 
Fax:  0905  795345 


P3MPUTTJO  LTD 
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PRODUCTS  AN D  SERVICES 


Yes! 


•  We  now  have  a 

car  insurance  policy 

designed  specifically  for  pharmacists! 


far  all  to 

♦  Immediate  25%  discount 

♦  Domiciliary  and  rcsidcutia 
home  visit!.  1'IA'S  (»\>i;eii 
anil  Prescription  delivery 
automatically  covered 


^  Protected  No  Claims  discount 

♦  Krcc  24  hour  legal  advisor 
service 

♦  I  ninsured  loss  recover) 

♦  Company  cars,  fleets  and 
pharmacy  delivery  vans  also 
covered 


♦  SCHEME  ALSO  APPLICABLE  TO  ALL  PHARMACY  STAFF 


For  an  immediate  quotation  on  vour  ear  insurance 

m  0245  492949 H: 


We  also  arrange:  ♦  Professional  Indemnity  Insurance  tor 

your  pharmacy  business  for  S  I  N'J  per  annum 
♦  Business  &  Contents  Insurance  ♦  Locum  !'l  Insurance 

m  021  236  0031 


Working  For  Pharmacy 


The  Pharmacy  Insurance  Agency 


PART  OF  THE  PROVINCIAL  PHARMACY  SERVICES  OROUP 


CRAMS 


Sydalirt*  In  Cash  Control  System* 


Free  demonstration  on 
Sales  Analysis 
Cash  Control 
Stock  Control 

Telephone: 

0602  420421 

MEP  HOUSE.  CROYDON  ROAD,  RADFORD,  NOTTINGHAM  NG7  3DS. 


Bodyline  Cruel ty  Fi  Products  ate 

manufactured  using  tie  •  i  >.  and  extracts  to 
cteote  on  exciting  tm        feolly  • 
compliments  today's  Re   .      1  icy  The  range 
includes  over  500  ptodur  s   i  'torn 
Shampoos,  Conditioner,,,  Lot  ■      ;'  Toners  to 
more  unusual  items  such  a  .  oot 
Sproy  and  Great  Grandmother's  I  oi    Wo h" 
Aromatherapy  products,  a  Men's  R  i 
excellent  selection  of  perfumes  htij- -   ;!-  a 
total  image  it  a  larger  area  is  available.  Oisulcy  units  are  available  together  with  starter  packs  to  suit 
all  budgets.  We  have  no  minimum  order  value  end  most  products  are  available  in  single  units  which 
benefits  the  smaller  retailer 

Please  write  or  phone  for  o  FREE  information pockand  price  list  10BYIM  COSMETICS  ALDERS  WAY 

nmm  mmdmn,  paignton.  dev(5nto4  7ql  v,i  ma  sssss?/!?  fd  oso3  s?aoi2  


FACTORY  SECONDS 
ALL  IN  PERFECT  CONDITION  •  ALL  GUARANTEED 
LOW  OUTLAY  •  HIGH  PROFIT  •  CONTINUOUS  SUPPLY 

We  also  handle  huge  ranges  of  radios, 
walkmans,  midi-systems,  plus  hundreds 
of  other  items  from  major  manufacturers. 
For  futher  information  call: 

CENTRAX  DIRECT  SALES  LTD 

TEL:  081  330  7766  (10  Lines)  FAX:  081  330  7726 


IT  IS  A 

"STEAL" 

FOR  ONLY 

£245  w 

THE  FASIT  H014 


NOW  YOU  CAN  AFFORD  A  PROFESSIONAL 
VIDEO  SURVEILLANCE  SYSTEM 

•  SIMPLE  DIY  INSTALLATION  •  CAN  BE  EXPANDED  TO  TAKE  UP 

TO  4  CAMERAS  •  2  WAY  SPEECH  BETWEEN  CAMERA  AND 
MONITOR  •  PICTURE  CAN  BE  RECORDED  ON  DOMOSTIC  VCR 
Brochure  ond  details  from  Fasit  Security  Ltd, 
Fasit  House,  Elkstone,  Cheltenham  GL53  9PB. 
Telephone:  0242  870414 


REGISTERED  CHARITY 

MARIESTOPES 


WORKING  TO  PROVIDE  FAMILY  PUNNING  WORUIWIBE 


STOCK  WANTED 


WANTED 


Old  Chemist  Shop  fittings,  Bottles,  Mirrors, 
Drug  Runs,  Bow  Cabinets,  etc. 
Complete  shop  interiors  purchased. 
We  try  hardest,  travel  furthest,  pay  more. 
Tel:  (0327)  349249  Eves:  41192  Fax:  (0327)  349397 


SHOPFITTINGS 


SHOPFITTING  SYSTEMS 
&  SERVICES 

•  Free  Independent  Advice  for  Independent  Pharmacists 
•  Choice  of  Systems  to  meet  your  budget 
•  Top  design  or  unbeatable  lowest  price  package 
•  You  can  share  in  30  plus  years  experience  in 
pharmacy  planning 
Call  Frederick  Moore  —  0525  222526 
39  Cooks  Meadow,  Edlesborough,  Beds.  LU6  2RP. 
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SHOPFITTINGS 

  .  :  1  ■  "■ 


a 


I  systems 
PROFESSIONAL 

PHARMACY  DESIGN  &  INSTALLATION 
OXFORD  ROAD, 
PEN  MILL  TRADING  ESTATE, 
YEOVIL  BA21  5HZ. 

0935  20724 


FROM  LOW  COST  PERIMETER  SHELVING  TO 
UPMARKET  PERFUMERY  SHOWCASES  TRADITIONAL 
OR  CONTINENTAL  DISPENSARIES 

CONTACT  MARTIN  BAGG  FOR  A  COMPLETE 
SHOPFITTING  SERVICE  FOR  THE  PHARMACIST 

0392-216606 


0626  -  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE 

AND  INSTALLATION  SERVICE  FOR 
 THE  RETAIL  PHARMACY  

KING  CHARLES  BUSINESS  PARK, 
OLD  NEWTON  ROAD,  HEATHFIELD, 
DEVON  TQ12  6UT 


K  H  WOODFORD  b  Co  Ltd 

We  as  specialist  manufacturers 
and  installers  invite  you  to 
telephone  us  on  0202  396272 
for  details  of  our  fully 
approved  equipment  for  all... 

Dispensary  and  Pharmacy  fitting 


STOCK  FOR  SALE 


BARGAIN  OFFER 

44  x  30  Urisac  Sheaths 

Medium  7631 
36  x  30  Urisac  Sheaths 

Large  7632 
5  x  30  Urisac  Sheaths 
Small  7630 
70  x  100  Posey  Sheaths  6551 
Bargain  Price  £595 
50  x  10  Pullen  K/Washers 

Ex/Hard  3"x2" 
80  x  10  Ex/Hard  3"  x  1V2" 
20  x  100  P9  Nelatone 
Catheters  Male  12  FG 

TELEPHONE:  (0569)  31030 


ID  Aromatics  has  over  100  Essential  Oils  and  over  80 
Perfume  Oils  always  in  stock.  Best  quality  Aromatherapy 
Oils  and  Absolutes. 
Exclusive  imported  Brassware,  including  the  FRAGRANCER  ic 
Pot  Pourris,  Joss  Sticks,  Incenses. 
Highly  competitive  prices  and  fast  efficient  service. 
Visit  our  Retail  outlet,  or  enquire  for  Retail  and  Wholesale  details. 

Write  for  Price  List  to: 
12  New  Station  Street,  Leeds  LSI  SDL.  Telephone  0532  424983 


0800  2»  ^  - 
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STOCK  FOR  SALE 


harms 


ROCIALLE 

STERILE 
DRESSING 
PACKS 
£4.25 

(WHILST  STOCKS  LAST 

FREEPHONE 

0800  525381 


cn 


LIBRA  DISTRIBUTORS 

KODAK  GR12  at  £1.53  =  20%  OFF  TRADE 
KODAK  GR24  at  £1.75  =  27%  OFF  TRADE 
KODAK  GR36  at  £2.17  =  27%  OFF  TRADE 
KODAK  GS 12  at  £1.64  =  20%  OFF  TRADE 
KODAK  GS24  at  £2.04  =  22%  OFF  TRADE 
KODAK  GS36  at  £2.48  =  22%  OFF  TRADE 
WHOLE  RANGE  OF  KODAK,  FUJI,  ILFORDS, 
POLAROIDS,  DISPOSABLE  CAMERAS,  FLASHES, 
LITHIUM  BATTERIES,  CAMERA  BATTERIES  IN  STOCK. 
FEEL  FREE  TO  CALL  FOR  A  COMPREHENSIVE  PRICE 
'  LIST  IDEAL  TIME  TO  GET  IN  FOR  PASSPORT 
PICTURES  -  FOR  A  FREE  DEMO  CALL  US. 

WHOLESALERS  OF  FRAGRANCES 
OTOGRAPHIC  FILMS  .&  BATTERIES 
EPHONE:  081-445  4164 
FAX:  08 1-445  1399  


SUNGLASSES 


MGLASSES 

is  not  available  in  markets  or  any  other  cash  +  carry 
g  by  the  Importer  to  the  chemist  trade, 
pp  t  ACK  —  SPECIAL  OFFER 

Inc  Vat  NOW  12pcs 

and  Postage  EXTRA 
and  Packaging  FREE 
£14.99,  C17.99,  £19  99' 
,  ..kiilion  Commercial  Centre, 
Lea  Valley  Trading  Estate,  Edmonton  N18  3BP. 

Tel:  081-345  6359  Fax  081-887  0836  


Top  quality  exclusive  it 
Direct  marl-; 
STA 

60  72  Sunglasses  J*" 
80  72  Cases  *»  Xa 

60  72  Cords  JLm 

'Ticket  Retail  Price 
Sunny  Specs,  Unit  F5, 


PERFUME 


SAFARI  20ML  EDP  SPRAY 
TRESOR  50ML  EDP 
TRESOR  50ML  EDP  SPRAY 
GIO  50ML  EDP  SPRAY 
SPELLBOUND  30ML  EDP 
SPRAY 

ANAIS  ANAIS  30ML  EDT 
SPRAY 

LOU  LOU  30ML  EDP  SPRAY 
VOLUPTE  50ML  EDT  SPRAY 
WHITE  DIAMONDS  30ML  EDT 
SPRAY 

SAMSARA  30ML  EDT  SPRAY 
OPIUM  36ML  EDT  SPRAY 
YSATIS  25ML  EDT  SPRAY 

LAGERFIELD  60ML 
AFTERSHAVE 

DUNHILL  100ML  AFTERSHAVE 
FAHRENHEIT  100ML 
AFTERSHAVE 

KOUROS  50ML  AFTERSHAVE 
POLO  50ML  AFTERSHAVE 


*  Guaranteed  stocks  throughout  the  year 

*  Excellent  prices 

*  Discounts  for  quantity 

FOR  FULL  PRICE  LISTS  CONTACT 


OUR  PRICE 

M.R.P 

18.95 

on  nn 

18.95 

31.00 

18  95 

33.50 

1  Q  Qt 

l  o.yo 

25.00 

9.50 

17.95 

10.75 

21.00 

15.25 

27.00 

12.95 

25.00 

15.95 

26.00 

16.50 

20.50 

12.50 

21.00 

7.99 

17.00 

7.95 

26.00 

15.75 

28.00 

10  9C> 

17.00 

11.50 

21.00 

§3P 


DERWENT  HOUSE,  PRUDH0E  STATION,  NORTHUMBERLAND  NE42  6NP 
TELEPHONE:  0661  835755  FAX:  0661  835839  


PERFUMES/ 
AFTERSHAVES 

ALL  WELL  KNOWN  BRAND  NAMES 
OF  PERFUMES  AND  AFTERSHAVES 
IN  STOCK. 
INCLUDING  CALVIN,  ESTEE  LAUDER 

AT  DISCOUNT  PRICES. 
FOR  COMPREHENSIVE  PRICE  LISTS. 
TEL:  081  422  3269 
081  423  5835 
FAX:  081  907  8323 
JALARAM  IMPORTS 


TRADEMARKS 


The  Trade  Mark  set  out  below  was  assigned  on  29  April  1993  by; 
Pharmaco  LSR  International  Inc  (formerly  Pharmaco  Dynamics 
Research  Inc)  to  Pharmaco  LSR,  Inc.  (Delaware) 
WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN  THE  GOODS 
FOR  WHICH  THE  TRADE  MARK  IS  REGISTERED. 

GOODS  SPECIFICATION 
Research,  development,  testing,  evaluation 
and  consultation  services,  tor  new  products, 
and  tor  the  improvement  ot  existing 
products:  all  relating  to  pharmaceuticals  and 
to  medical  apparatus  and  instruments:  all 
included  in  class  42.   


TRADE  MARK 
NO:  1355962 
MARK:  PHARMACO 
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Businesslink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

CROYDON  -  Keen  enthusiastic  pharmacist/ 
manager  or  long  term  locum  required  to 
develop  NHS  and  OTC  of  branch  phar- 
macy, salary  negotiable.  Tel:  071-703 
9800  daytime,  081-642  4200  evenings. 


L0CUMS 


FARNBOROUGH  -  Locum  required  one 
day  a  week,  preferably  Friday.  Tel:  0252 
542807. 

SOUTH  NORWOOD  SE25  -  Evening  phar- 
macist required  6.30pm-7.30pm  full  or 
part  time,  good  rates.  Tel:  081-653  2310 
day,  0322  278317  evenings. 


SITUATIONS  WANTED 


SOUTH  MANCHESTER  -  Tired,  pale,  need 
a  break?  Regular  days  or  holiday  cover. 
Tel:  P  Newgrosh  MRPharmS  061-428 
7710. 

CENTRAL  LONDON  -  Experienced  phar- 
macist seeking  part-time  position  from 
9-2  preferably,  references  supplied.  Tel: 
071-921  0396/081-969  8741  Carla 
Librando. 

SOUTH  MANCHESTER  -  Experienced  lo- 
cum available  from  Sept,  whole  weeks  or 
days.  Tel:  061-428  7710. 


BUSINESS  WANTED 


W  YORKS  OR  N  LANCS  -  Substantial 
pharmacy  wanted  for  private  buyer, 
ample  funds.  Tel:  0943  600828. 


BUSINESSES  FOR  SALE 


SE  LONDON  -  Purchase  out  of  profits,  sell 
for  cost  of  stock  £30,000,  balance 
£60,000,  over  5/10  years.  Turnover 
£200,000.  Tel:  081-349  2909. 

CO  DURHAM  -  Limited  capital  but  want  to 
be  your  own  boss?  Ideal  opportunity  for 
first  step  into  ownership.  Tel:  0704 
654669. 


EXCESS  STOCK 


TRADE  LESS  30%+POSTAGE  -  Uriplan 
Bio  14CH  30ml  std  Folex,  Simpla  CH14 
10ml  fern  Folex.  Tel:  081  460  1425. 

TRADE  LESS  40%+VAT+POSTAGE  -  5  x 

Vials  Recormon  5000  iu,  12x20  Fran 
8mg,  62  x  Buspar  lOmg,  60  Cedocard 
retard  40mg,  116  Zinamide  500mg,  190 
Rifater,  180  Mestinon  60mg.  Tel:  091- 
373  0255. 

TRADE  LESS  30%+VAT+POSTAGE  - 

7x60  Nuelin  SA  250  (exp  2/95),  88  Kini- 
din  Durules  (exp  6/96).  Tel:  061-764 
5010. 

TRADE  LESS  30%+VAT  -  54  Chenofalk, 
50  Destolit,  185  Megace  40mg,  34  Lustral 
lOOmg.  Tel:  0923  825753. 

TRADE  LESS  30%+VAT+POSTAGE  - 
Roferon-A  3  million  iu.  Tel: 
0704-574426. 

TRADE  LESS  30%  -  100  Nalcrom,  500 
Pancrex  V  Forte,  100  Revanil  200,  100 
Remibin,  2x120  Lurselle,  2x56  Orimeten, 
100  Parlodel  lOmg.  Tel:  0206  843130. 

TRADE  LESS  30%+VAT+POSTAGE  -  Di- 
pentum  Caps  250  mg  x  300,  Benoral  tabs 
x  10,  Diumide  K  x  100,  methyldopa 
500mg,  Alrheumat  x  90  (exp  7/93).  Tel: 
031-229  3199. 

TRADE  LESS  50%  -  90  Ridaura  3mg 


tabs.  Tel:  081-574  2767. 
TRADE  LESS  50%+VAT+POSTAGE  - 

2xS863,  3xS265,  2xS301,  lxS866, 
3xS863.  Tel:  021-426  3773. 

TRADE  LESS  40%+VAT+POSTAGE  -  Ve 
losulin  Human  lOxlOml  (exp  9/94),  Mix- 
tard  (10/93  &  3/94),  4x10ml  ACTH  gel 
40in/ml,  4x5tnl  Nutrison  standard 
16x500ml  (exp  11/93).  Tel:  0742  361070. 

TRADE  LESS  30%  -  112  Naprosyn  500mg 
EC,  100  Burinex  5mg,  112  Cardura  4mg, 
10  Mobiflex  sachets,  140  Dolmatil 
20()mg,  63  Synphase,  100  Pronestyl 
250mg.  Tel:  0480  214355. 

TRADE  LESS  30%+VAT  -  3x60  Colven 
Sachets,  4x5ml  Oxivent  inhalers,  7x84 
Rythmodan.  Tel:  0386  446244. 

TRADE  LESS  40%+VAT  -  Nicorette,  Nico- 
bate  patches,  range  of  Surgicare.  Hollis- 
ter  bags  etc.  Tel:  091-576  5422,  Fax: 
091-385  8334. 

TRADE  LESS  50%+VAT+POSTACE  - 
2x30  Convatec  S266,  1x28  Capozide, 
1x28  Elantan  LA  50,  1x100  Epilim  200, 
1x100  Distamine  125,  1x60  Tambocor. 
Tel:  0224  642760. 

TRADE  LESS  50%+VAT+POSTACE  - 
7x250ml  Dermalex  lotion,  23  x  Sprilon, 
6x30g  Terra-cortril  oint,  2x560g  Maxijul, 
Supersol  Surgicare  S871x60,  S303x20. 
Tel:  0705  475577. 

ANY  REASONABLE  OFFER  -  Schick  in- 
jector blades  14  packs  in  stock.  Tel: 
061-681  1291. 

TRADE  LESS  25%+VAT+POSTACE  - 
Retrovir  250mg  x  67,  Luborant  spray, 
3x100  Madopar  CR,  Trade  less  15%  - 
Zantac  disp.  Tel:  081  946  0543. 

TRADE  LESS  40%+POSTAGE  -  8x30s 
Hollister  karaya  5  seals  332-4  5.10m.  Tel: 
081  946  6282. 

TRADE  LESS  50%+VAT+POSTAGE  - 
192  One-alpha  lmcg,  30  Megace  160mg, 
3x105  Suprefact  spray,  96  Maxtrex  lOmg. 
Tel:  0226  282532. 

TRADE  LESS  50%+VAT+POSTAGE  - 
2x28  Cardura  2mg  (exp  7/93),  62  Hemi- 
nevrin  (exp  8/93),  92  Trasicor  160mg 
(exp  9/93),  260  Suscard  3mg  (exp  11/93), 
478  Cogentin  27  (exp  11/93)  100 
Stelazine  lOmg  (exp  9/93).  Tel:  0269 
850302. 

TRADE  LESS  30%+VAT+POSTAGE  - 

50xl00mg  Retrovir  caps  or  fax  me  your 
list.  Tel:  071  982  2539. 

TRADE  LESS  25%  -  438  Nozinan  (exp 
11/95),  2  Suprefact  spray  (exp  2/95),  2x56 
Rythmodan  retard.  Tel:  081-202  6262. 

TRADE  LESS  50%+VAT+POSTAGE  - 
Clinimed  Biotrol  Elite  stoma  bags  no. 
32-845  4  x  30's.  Tel:  0232  324131. 

TRADE  LESS  35%+VAT+POSTAGE  - 
90x  Calcisorb  5g,  60x2ml  Atrovent,  Rina- 
tec,  100  Motival  tabls,  100  Moditen  tab, 
10  Zofran  lOmg  tab,16x  Viscopaste,  4x5 
Granuflex  E.  2x5  Granuflex  15cmx20cm, 
1x10  Hollister  1462,  4x5  Hollister  4405. 
Tel:  081-985  1717. 

TRADE  LESS  50%+VAT+POSTAGE  - 
2x56  Trandate  50mg  (exp  9/93),  2x75ml 
Suprax  (exp  9/93),  3  x  Medihaler  150 
(10/93),  1x60ml  Terra-cortril  SPR  (11/93, 
Myocrisin  lOmg x  5  (exp  9/93).  Magnapln 
250mg/SML  (exp  9/93).  15G  Tricicatrin 
(exp  9/93).  Tel:  05646  2210. 


FOR  SALE 


CITROEN  X-M  3L  V8  24V  -  H  reg,  manual, 
Mandarin  Red,  FSH,  VGC,  35,000  miles 
£8,500.  Tel:  0923  825753/0923  822759. 


TAKIO  BLOOD  PRESSURE  MACHINE  - 

cost  over  £1,500,  offers  in  the  region  of 
£600  accepted,  buyer  collects.  Tel:  0903 
241442  (Worthing). 

MART1NDALE  -  29th  Edition  £75.  Tel: 
1181-886  0917. 

MICROSOFT  MOUSE  -  serial  &  PS/2 
version  for  MS.DOS  &  windows,  opera- 
ting systems,  brand  new  still  wrapped 
£60.  Tel:  081-679  7198. 


WANTED 


SUDAFED  SA  CAPS  -  Tel:  0482  54260  or 
fax  0482  501792  John  Sugarman. 


KIRKBY  LESTER  TAB.  COUNTER  KL8 

in  good  working  condition,  good  price 
paid.  Tel:  0484  683945. 


ACCOMMODATION 

COSTA  BLANCA  -  CALPE  -  Exclusive 
resort  available  from  11/9,  4th  floor 
apartment,  sleeps  4/5,  sea  views  away 
from  street  noises,  close  to  all  amenities, 
from  only  80  p.w.  Tel:  061-794  824:',. 

TORQUAY,  DEVON  -  superb  3  bedroom 
apartments  in  detached  house,  300  yards 
from  beach,  equipped  to  a  high  standard 
(dishwasher  etc).  Tel:  0803  293428. 


PLEASE  MENTION  "C&D  BUSINESS  LINK" 
WHEN  RESPONDING  TO  ADVERTISEMENTS 
ON  THIS  PAGE 


IMPORTANT 

Because  demand  for  free  "Business  Link"  entries  exceeds  the  space 
available,  subscribers  are  asked  to  comply  with  the  30-word  limit.  To 
avoid  delay  in  publication,  please  ensure  that  brand  and  drug  names 
have  the  correct  spelling  and  that  the  text  is  legible. 


Free  entries  in  "Business  Link"  (maximum  30  words)  are 
restricted  to  community  pharmacist  subscribers  to  Chemist  & 
Druggist.  No  trade  advertisements  will  be  permitted.  Acceptance 
is  at  the  discretion  of  the  Publishers  and  depends  upon  space 
being  available.  Send  proposed  wording  to  "Business  Link" 
using  the  form  below. 

EXCESS  STOCK  CAUTION:  Pharmacists  are  responsible  for  the 
quality,  safety  and  efficacy  of  medicines  they  supply.  In 
purchasing  from  sources  other  than  manufacturers  or  licensed 
wholesalers  they  must  therefore  satisfy  themselves  about 
product  history,  conditions  of  storage  etc 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  names  

Address  

 Postcode   

Personal  RPSGB  Registration  number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words) 


To  be  included  under  section  Heading  .  . 
Signed   Date 
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Aboutpeople 


Indian  music  evening  raises  charity  cash 


Pharmacist  Hemlata  Patel  from 
Kingsbury,  North  London,  with 
the  help  of  her  brother-in-law, 
pharmacist  Jayesh  Patel,  has 
raised  £7,749.66  for  Northwick 
Park  Hospital  Children's  Appeal. 

The  money  was  raised  through 
ticket  sales  and  donations  at  a 
Mehfeel  an    evening  of 

traditional  Indian  music.  About 
500  people  attended  the  event. 
Colorama,  the  photographic 
company,  donated  the  raffle  prize 
of  a  hi-fi  system. 

The  £1.2  million  appeal  will 
renovate  and  upgrade  the 
children's  ward  at  the  hospital.  So 
far.  £450,000  has  been  raised 
towards  the  target. 

Mrs  Patel's  daughter  Reeya, 
who  suffers  from  cerebral  palsy, 


was  born  at  the  hospital  and  is  the 
inspiration  behind  Mrs  Patel's 
fund-raising. 


Mr  Patel  said  they  were  "very 
surprised  at  the  amount  of  money 
raised". 


Hemlata  Patel  (second  from  left)  with  her  daughter  Reeya  presents  a 
cheque  for  £7,749.66  to  Dr  Liberman  (centre),  senior  paediatric 
consultant  at  Northwick  Park  Hospital,  for  the  Children's  Appeal.  The 
organisers  of  the  event  who  helped  Mrs  Patel  are  also  shown 


Mitchell  wins  golf  tournament 


Prize  winners  at  the  golf  tournament  (left  to  right):  Brian  Jackson;  Stan 
Rogers,  Lagap  national  sales  manager;  David  Grounds;  Mark  Townsend; 
Peter  Mitchell;  and  Allan  Haddon,  event  organiser  for  Lagap 


Pharmacist  Peter  Mitchell  from 
West  Yorkshire  won  the  Lagap 
Pharmaceuticals  annual  golf 
tournament  with  a  virtually 
unheard  of  score. 

Mr  Mitchell's  final  score  of  52 
in  the  Stapleford  competition  was 
one  of  the  best  scores  ever  in  the 
competition.  The  standard  of  the 
competition  was  very  high,  said 
Allan  Haddon,  the  event 
organiser  for  Lagap.  There  was  a 
cross-section  of  pharmacists  in 
the  competition,  all  with  varying 
handicaps.  Mr  Mitchell  has  a 
handicap  of  22. 

Retail  pharmacists  from  all 
over  Yorkshire  were  invited  along 
to  the  day. 


Sun  E45  takes 
to  the  road 

Clarendon  shopping  centre  in 
Oxford  was  the  site  of  Sun  E45's 
first  roadshow  last  week. 

The  E45  team  manned  the 
sta;  along  with  Dr  Robin 
Graham  Brown,  of  the  British 
Association  of  Dermatologists.  Dr 
Graharr  !  Irown  checked  suspicious 
looking  ;  >les  and  other  skin 
complaint*  presented  by  shop- 
pers. 

Visitor.-  to  l  he  stands  were 
offered  littr.  ture,  children's 
sunhats  am,  amples  of  the 
E45  range.  >hei  detailing 
suncare  plans  were  given  out  to. 
explain  different  skin  types  and 
appropriate  SPF  requirements. 


More  roadshows  are  planned 
for  the  Summer  in  Weston-Super- 
Mare's     Sovereign  shopping 


centre  (July  24)  and  Eastbourne's 
Langney  shopping  centre  (July 
30). 


Left  to  right:  Rachel  Dalton,  Tracey  Mathews,  Julie  Frankland 
Harris  man  the  suncare  advice  stand  in  Oxford 


and  Abigail 


Arnica  arrives  j 
at  Weleda 

The  Weleda  factory  in  Ilkeston  J 
was  buzzing  with  activity  in  the  jl] 
early   hours   of   last   Monday  jl 
morning  when  nearly  500kg  of  J 
arnica  flowers  were  delivered. 

The  flowers,  which  are  used  to  J 
make  1,000  litres  of  mother  ij 
tincture,  cannot  be  grown  in 
England.  Every  year  a  delivery 
arrives  from  Northern  Scotland 
to  make  the  year's  stock  of  five 
tonnes  of  arnica  ointment,  5,000 
bottles  of  arnica  lotion  and  15 
million  homoeopathic  tablets. 

The  event  always  causes  a  stir 
in  Ilkeston.  This  year  Roger 
Barsby,  sales  manager  for 
Weleda,  was  interviewed  on  the 
John  Taynton  radio  show,  broad- 
cast on  nine  BBC  local  radio 
stations  in  the  Midlands  area. 


Appointments 


John  Adams  will  be  the  new 
regional  director  of  American 
operations  for  Medeva.  Bruce 
Simpson  has  been  appointed 
president  and  chief  executive 
officer  of  Adams  Laboratories, 
one  of  Medeva's  four  US 
subsidiaries.  H.R.  Shepherd  is 
the  new  special  adviser  to  the  | 
Medeva  board  and  Harvey 
Mintzer  is  chief  executive  officer. 
Joe  Bozman  has  taken  over  as 
president  and  chief  executive 
officer  of  International  Medi- 
cation Systems  (IMS),  Medeva's 
drug  delivery  systems  subsidiary, 
following  the  retirement  of 
Randy  Wall. 

Cow  &  Gate  have  appointed 
Klaske  de  Jonge  as  marketing 
manager  for  the  Infant  Milk 
Formula  brands. 

The  Health  and  Diet  Company 
have  appointed  four  new  territory 
managers:  Ian  Bond  (South  East 
London,  Kent  and  Sussex);  Cathy 
Alston  (South  West  England  and 
Bristol);  Jane  Smith  (Central 
England);  and  Sarah  Evans 
(North  East  London  and  East 
Anglia). 


Mono  fi.m  output  by  London  Scanning  London.  Pnnted  by  Riverside  Press  Ltd.  St  Ives  pi.  ™^^t^^^^'^  ^^^X^^S^ 
Revered  at  the  Post  Office  as  a  Newspaper  24/20/32*.  Contents  ©Benn  Publications  Ltd  Publications  Benn  Publications  Ltd  may  pass  suitable 

transmitted  in  any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  7*;**^'X S  o  leaser  Murdoch  al  Benn  Publications  Ltd. 
reader  addresses  to  other  relevant  suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  rraser 
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Disprin  is  going  to  be  in  the  news 
this  year. 

A  new  advertising  campaign  for  the 
brand  breaks  in  the  national  press  in 
July  and  runs  through  to  December. 

It  consists  of  eye-catching  cartoon 
strips.  Some  feature  original  Disprin 
while  others  promote  Disprin  Direct 
(unique  pleasant-tasting  tablets  which 
dissolve  in  the  mouth  without  water). 

We'll  be  giving  your  customers  a 
dose  of  Disprin  in  the  dailies. 
Make  sure  you  can  too. 

Contains:  Aspirin  EP  300mg  and  can  be  used  for  the  mild  relief  of  mild  to  moderate  pain  in  headache,  toothache,  neuralgia,  period  pains,  rheumatic  pains  and  to  reduce  the 
symptoms  of  flu,  colds  and  sore  throats  Directions:  Disprin  tablets  should  be  dissolved  in  water  and  swallowed  Disprin  Direct  disperses  on  the  tongue  and  can  be 
chewed  and  swallowed  without  watei  Dosage:  Adults  and  children  over  1 2  1  to  3  tablets  every  four  hours,  but  not  more  than  13  in  24  hours.  Children  under  12  give  only 
on  doctor's  advice.  Contraindicated:  in  patients  allergic  to  aspirin  or  with  peptic  ulcer  or  haemorrhage  disease,  to  be  used  with  caution  in  patients  with  asthma,  or 
recurring  stomach  problems  Aspirin  may  cause  stomach  irritation  and  (rarely)  bleeding,  rash,  bronchospasm  or  itching  In  pregnancy:  best  avoided  at  term  RSP  price:  a: 
April  1993,  Disprin  tablets  (PL44/0126].  (12)  C0.86  (GSL),  (24)  £1 ,45  (GSL),  (48)  £2.25  (P),  (96)  £3.65  (P).  Disprin  Direct  [PL44/0069].  (24)  £1  66  (GSL)  Further  information 
from  Reckitt  &  Colman  Products  Ltd,  Dansom  Lane,  Hull.  HU8  7DS;  Tel  0482-261 51 .  Disprin,  Disprin  Direct  and  ©  are  trademarks  of  Reckitt  S  Colman  Products  Ltd. 


WITHOUT  WATER 


CONTAINS  ASPIRIN  FOR  THE  RELIEF  OF  STRESS  INDUCED 
HEADACHES  ALWAYS  READ  THE  LABEL 


.t  heartburn  is  left  untreated,  hydrochloric  acid  in  the  stomach's  contents  can  cause  damage  to  the  oesophagus. 
Gaviscon  protects  the  oesophagus  by  forming  a  pliysical  alginate  harrier  which  keeps  acid  in  the  stomach  -  where  it 
works,  and  away  from  the  sensitive  oesophagus  lining  -  where  it  hurts.  ^^L^f  I  I^^M 

Gaviscon  stops  acid  reflux  and  relieves  the  pain  of  heartburn  XT  •  1       i  •  .  „T^„i, 

h  Keeps  acid  where  it  work 

in  8  out  of  10  patients.1  not  where  it  hurts 

Relieve  the  pain  and  reduce  the  damage  caused  by  heartburn.  Recommend  Gaviscon. 


Prescribing  Information.  Active  Ingredients:  Liquid  Sodium  alginate  BP  500mg,  sodium  bicarbonate  Ph  Eur  2(>7mg,  calcium  carbonate  Ph  bur  I60mg  per  10ml  dose  Gaviscon  2511  Table!  Alpine  acid  BP  250mg,  sodium] 
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through  to  mothers 

Children's  ills  from 
teething  to  measles 
Making  the  most  of 
your  holiday  snaps 

Harnessing  the  power 
of  positive  selling 


Now  ym  can  recommend 
Nicorette®  Patch 
with  added  confidence. 


Two  large  multicentre  GP  studies  recently  published  find: 


In  recommending  Nicorette®  Patch,  you  now  have  added  confidence 
You  can't  recommend  a  more  effective  nicotine  patch. 
You  can't  recommend  a  better  tolerated  patch. 


NICORETTE 
Patch 


Abbreviated  prescribing  information  c,„tem  =us,|flhle  in  sizes  (30  20  and  10  cm2)  releasing  1 5  mg,  10  mg  and  5  mg  of  nicotine 

Nicorette'  Patch  15  mg.  10  mg  and  5  mg.  Presentation:  Transdermal  ^^^^^"^"^d  with  smok,ng  cessation  Dosage  and  Administration: 
respectively  over  16  hours  ,nd,cations:  Treatment  of  nicotine  dependent*  reM  o ^  |ete,  wh9en  5tartlng  treatmen,  The  recommended 

Nicorette-  Patch  should  not  be  used  concurrently  with  other  nicotine  products  and  pat  ents  must  stop  y       H      »  ^  ^  ^  thg  mofnjng  and 

treatmen.  programme  should  occupy  3  months  One  Nicorette'  Patch  shouW * ;  app hed  toa  d£  ^ZnZZilo  commence  with  one  1 5  mg  patch  daily  for  the  first  8 
removed  at  bedtime  Application  should  be  limited  tol 6  hours  within  any  24  hour  period  ™        Qne  h  da||  for  2  weeks  followed  by  one  5  mg 

weeks  Patients  who  have  remained  abstinent  should  then  be  further  co^se5  0,  treatment  may  be  recommended  if  it  ,s 

&  S?Sn^^  —  — under  18  years' pregnancy' ,artat,on' known 

hypersensitivity  to  nicotine  or  component  of  patch  .  arrvthmias  systemic  hypertension  or  peripheral  vascular  disease, 

ssssssEr*-'"  ~ 

itching),  headache,  dizziness,  nausea,  palpitations,  dyspep  '^"d  p'p^^f"  an  ities-  Cartons  containing  Nicorette' 

cessation  or  nicotine  administered  by  smoking  may  occur  Legal  Category  ?.  Package  W°<™™  « 
Patches  ,n  single  sachets  in  the  following  quantities  Nicorette  Patch  15  mg  (PL  0022/0 10b)  pacta ^ot    i  / 
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With  follow-on  milks  big  news  in  the 
baby  market,  and  the  recent 
controversy  over  sugar  in  drinks, 
Over  the  Counter  looks  at  some  of  the 
issues  behind  the  scenes  in  babycare 

9 


The  disposable  nappy  has  come 
a  long  way  in  the  last  decade  or 
so,  leaving  Terries  trailing  way 
behind.  C&D's  Sarah  Purcell 
charts  this  meteoric  rise  and 
looks  to  the  future  -|  m 


Childhood  ailments,  whether  trivial  or 
serious,  can  be  a  real  worry  for 
parents.  Pharmacist  Jeremy  Clitherow 
takes  a  look  at  problems  from 
teething  to  meningitis 

19 


As  temperatures  rise  this 
Summer,  will  you  still  be  fresh 
and  cool  behind  the  counter? 
Jane  Feely  offers  some  practical 
advice  for  surviving  the  Summer 
heat  24 


Hailed  by  some  as  the  natural  answer 
to  anything  from  eczema  to  PMT, 
evening  primrose  oil  is  big  business, 
as  C&D's  Maria  Murray  explains 

26 


Arthur  Maladie  has  recently 
taken  up  badminton  at  the  local 
sports  centre.  It  also  appears 
that  he's  picked  up  athlete's 
foot  as  well.  What  would  you 
advise? 
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36 


Selling  is  not  just  about 
standing  at  a  till  and  taking  the 
money,  there's  a  definite  skill 
involved  in  dealing  with 
customers.  Training  consultant 
Diane  Bailey  explains  how  to 
harness  the  power  of  positive 
selling 

40 
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Are  your  holiday  snaps  a  treasure  to 
keep  or  are  you  disappointed  that  so 
many  are  blurred  and  have  heads 
missing.  Jane  Feely  shows  you  how 
to  get  the  best  from  your  camera 


Sleep  is  one  of  nature's  best  healers  and  a  peaceful 
nap  will  go  a  long  way  towards  reviving  a 
cold-ridden  toddler.  But,  all  too  often  the  nasal 
congestion  that  comes  with  a  cold  can  make  sleep 
almost  impossible,  especially  as  young  children 
also  find  the  action  of  blowing  their  noses  difficult. 

Karvol  can  help  on  these  occasions  when  sleep 
eludes  young  children  of  three  months  of  age  and 
up.  It  contains  a  combination  of  three  aromatic 
ingredients  —  pine,  cinnamon  and  menthol  —  to 
help  relieve  the  misery  of  nasal  congestion. 

Over  the  Counter  has  30  cuddly  Karvol 
bears  to  give  away.  If  you'd  like  the  chance  to 
win  one,  just  send  your  name,  address  and  the 
name  of  your  pharmacy  to  Over  the 
Counter/Karvol  offer,  Chemist  &  Druggist, 
Benn  Publications,  Sovereign  Way,  Tonbridge, 
Kent  TN9  1RW.  The  first  30  readers  out  of  the 
bag  after  September  1  will  get  a  bear! 

All  assistants  who  respond  will  receive  a 
free  sample  of  Karvol  and  a  copy  of  the 
booklet  "A  Good  Night's  Sleep".  Please  state 
that  you  are  over  18  years  of  age  when 
entering. 
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It's  certainly  an  exciting 
time  in  pharmacy  at  the 
moment  with  more  and 
more  products  being 
removed  from 
prescription  control, 
enabling  them  to  be  sold 
over  the  counter. 

Zovirax  cold  sore  cream 
is  due  in-store  any  week 
now  and  there's  the 
prospect  of  many  more 
POM  to  P  switches  by  the 
year  end  and  throughout 
1994. 

With  new,  more  potent 
medicines  available  for 
sale  in  the  pharmacy,  it's 
even  more  important  for 
staff  to  keep  their 
knowledge  up  to  date,  as 
well  as  learning  about 
new  topics.  That's  where 
Over  the  Counter  aims  to 
help,  by  covering  relevant 
topics  with  the  needs  of 
assistants  in  mind. 

With  the  Summer 
racing  on  it'll  soon  be 
time  for  the  annual 
Chemex  exhibition  being 
held  at  Wembley  this 
year  on  September  12-13. 

If  you're  coming  along, 
why  not  pay  a  visit  to  the 
Chemist  &  Druggist  stand 
and  let  us  know  about 
any  ideas  you  may  have 
for  topics  we  can  cover  in 
this,  your  health 
magazine. 

Hope  to  see  you  there, 


Feely 

Supplement  Coordinator 


Sea-Legs,  Seton  Healthcare's  travel 
sickness  remedy  containing 
meclozine  hydrochloride,  is  suitable 
for  use  in  children  from  the  age  of 
two  years  upwards  with  the 
recommended  dose  being  taken  one 
hour  before  travelling  or  the  night 
before,  and  not  as  stated  in  our 
"Sick  of  travelling"  feature  in  the 
May/June  1993  issue  of  Over  the 
Countervail.   


HEALTH 
NEWS 


You  may  think  of  colds  and  sore 
throats  as  being  a  Winter  problem  but 
did  you  know  that  40  per  cent  of  your 
customer's  snuffles  and  sneezes  occur 
during  the  Summer  months? 

Rachel  Atkinson  of  the  Crookes 
Healthcare  Advisory  Services  has  this 
advice  for  people  whose  cold 
coincides  with  their  Summer  holiday: 

•  Travelling  with  a  heavy  cold  can  be 
tiresome  and  uncomfortable.  Make 
sure  you  eguip  yourself  with  adequate 
supplies  of  simple  painkillers,  throat 
lozenges  and  a  decongestant. 

•  Take  pillows  for  long  air  flights  and 
drink  plenty  of  fluids  to  counteract  the 
drying  effects  of  the  artificial 
atmosphere 

•  Drink  plenty  of  fluids  —  little  and 
often  is  the  key.  Ice  lollies  and  ice 
cream  are  soothing  for  a  sore  throat, 
particularly  for  children 

•  If  your  holiday  is  flexible,  try  and 
avoid  hot.  dry,  dusty  trips  when  your 
cold  is  bad. 

•  Avoid  smoky  atmospheres 

•  Don't  over  exert  yourself.  Gentle 
swimming  and  paddling  are  fine  as 
long  as  you  feel  up  to  it.  If  you  feel 
tired,  rest,  and  stay  in  the  shade  if  you 
have  a  fever. 

•  Make  sure  you  have  good  holiday 
insurance  before  you  leave  home. 


disease  could  claim  over  30 
million  lives  in  trie  next  ten 
years. 

So  what  went  wrong?  What 
made  this  almost  forgotten 
disease  suddenly  make  a 
come-back? 

One  answer  seems  to  be  the 
HIV  virus.  There  is  evidence  that 
HIV  infection  permits  the 
activation  of  TB  in  people  with 
previously  inactive  disease  by 
weakening  their  natural 
defences.  TB  may  also  speed  up 
the  progression  to  AIDS  in  HIV 
patients. 

Other  important  factors  are 
increased  movement  of  people 
between  countries  and  the  rise 
of  situations  like  war,  famine, 
and  civil  unrest,  in  which  the 
disease  thrives. 

But  there's  another  problem 
with  the  rise  of  TB  —  it  is 
becoming  more  difficult  to  treat 
because  certain  bacteria  are 
resistant  to  antibiotics. 

Dr  Arata  Kochi,  manager  of 
the  WHO  Tuberculosis 
Programme,  believes  this  a 
problem  in  many  parts  of  the 
world.  "Severe  drug  shortages 
in  some  Eastern  and  Central 
European  countries,  together 
with  the  collapse  of  their 
previous  healthcare  systems,  is 
already  resulting  in  increased  TB 
cases  and  deaths,"  he  says. 


Millions  of  people  could  die 
from  tuberculosis  in  the  next  few 
years  unless  urgent  action  is 
taken,  the  World  Health 
Organisation  has  warned. 

Tuberculosis,  or  TB  as  it  is 
often  called,  claimed  millions  of 
lives  in  the  last  century  before 
the  advent  of  antibiotics. 
However,  the  success  of 
vaccination  campaigns  in  this 
country  turned  the  disease  from 
a  killer  into  more  of  a  has-been 
—  until  now! 

TB  is  an  infectious  disease 
caused  by  bacteria  called 
Mycobacterium  tuberculosis.  It 
is  spread  when  a  person  with  an 
active  form  of  the  disease 
coughs  or  sneezes  and  another 
person  breathes  in  infected 
droplets  from  the  air.  Once  a 
person  is  infected  they  risk 
developing  active  TB  throughout 
their  life  but  the  majority  show 
no  symptoms  and  are  not 
infectious. 

In  April  this  year  the  WHO 
took  the  extraordinary  step  of 
declaring  tuberculosis  a  global 
emergency  warning  that  the 


Breast  feeding  could  have  positive 
health  benefits  for  mothers  as  well  as 
babies,  a  survey  has  suggested. 

Workers  in  Nottingham  have  found 
that  breast  feeding  each  baby  for  at 
least  three  months  reduces  the  risk  of 
breast  cancer  in  younger  women. 

The  results,  reported  in  the  British 
Medical  Journal  {My  3  1993),  came 
from  a  study  where  women  below  the 
age  of  36,  who  had  been  diagnosed 
with  breast  cancer,  were  asked  about 
their  use  of  oral  contraception.  They 
were  also  quizzed  about  whether  they 
breast-fed  their  children  and  for  how 
long.  These  results  were  then  related 
back  to  the  incidence  of  cancer. 

Their  findings  include: 

•  Breast  feeding  protects  against 
breast  cancer  in  young  women 

•  The  risk  decreases  with  increasing 
duration  of  breast  feeding,  with  breast 
feeding  each  baby  for  three  months  or 
longer  giving  the  greatest  protection 

•  The  risk  of  breast  cancer  was  not 
linked  to  the  number  of  children. 


Faclfile 

The  next  month  or  so  should  seel 
the  availability  through 
pharmacies  of  the  antiviral 
product  Zovirax  cold  sore  creamJ 
This  is  the  latest  in  what  looks  I 
like  being  a  long  line  of 
prescription  products  now 
deemed  safe  enough  to  be  sold  I 
over  the  counter  in  pharmacies,  I 
albeit  for  limited  indications. 

In  preparation  for  any  extra 
counselling  you  may  be  called  tcj 
do  on  cold  sores,  Oyer  the 
Counter  refreshes  your 
knowledge 

•  Cold  sores  are  caused  by  the  I 
Herpes  Simplex  virus 

•  About  80  per  cent  of  the 
population  are  carriers  of  the 
virus  which  causes  cold  sores  in h 

ion  adults  annually 

•  The  virus  is  usually  caught 
early  in  childhood  by  contact 
with  someone  already  infected  I 

•  Once  infected,  the  virus 
passes  through  the  skin  and 
makes  it  way  to  the  trigeminal 
nerve  in  the  face 

•  While  an  individual  may  be  a 
carrier  for  the  virus  they  may  not 
show  obvious  symptoms.  The 

an  lie  dormant  until  the 
individual's  resistance  is 
sufficiently  lowered  to  enable  a 
sore  lo  develop 

•  Common  triggers  include  cold1 
weather,  sunlight,  stress, 
illness,  menstruation  and 
infection 

•  When  these  triggers  have  thei 
effect,  the  virus  moves  along  tin 
trigeminal  nerve  to  the  surface 
of  the  skin  where  a  sore  forms. 
Common  sites  are  around  the 
lips,  nostrils  and  cheeks 

•  The  life  cycle  of  a  cold  sore 

Stage  1  (lasts  one  to  two 
days)  —  A  burning,  tingling  or 
throbbing  sensation.  A  swelling 
starts  to  develop  . 

Stage  2  (1-3  days)  — The 
swelling  reddens  and  becomes 
inflamed.  Fluid-filled  blisters 
appear  which  break  down  into  | 
weeping  ulcers.  The  area  is 
painful  and  susceptible  to 
bacterial  infection. 

Stage  3  (lasts  3-6  days)  —  Ar 
itchy  scab  forms  over  the  area. 
Picking  the  scab  away  may  dela 
healing. 

Stage  4  (lasts  1-2  days)  — 
The  scab  heals  and  becomes 
less  visible.  The  discomfort 
gradually  disappears. 

•  Touching  the  sore  should  be  1 
kept  to  a  minimum  and  sufferer: 
should  wash  their  hands  before  I 
and  after  applying  any  treatmenl 

•  It  is  important  that  the  virus 
doesn't  come  into  contact  with  I 
the  eyes  as  this  can  lead  to 
herpetic  corneal  ulcers. 

wear  contact 
lenses  should  take  care  and 
never  moisten  lenses  with  salivl 

i    res  are  highly 
contagious.  Sufferers  should  I 
avoid  kissing  and  sharing 
towels,  flannels,  cutlery  etc. 
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ackache  and  other  muscular 
aches  and  pains  can  really  slow 
you  down.  So  much,  in  fact,  that 
they  cause  the  loss  of  over  60  million 
working  days  a  year.  They  may  not  always 
have  the  same  causes  but  they  often  have 
something  in  common:  pain  accompanied 
by  inflammation.  So  what  kind  of  relief 
would  be  effective? 


NUROFEN:  EFFECTIVE  FOR 
BOTH  PAIN  AND  INFLAMMATION 

Nurofen  effectively  controls  prostaglandins, 
the  natural  body  substances  that  play  an 
important  role  in  inflammation  and  pain. 
They  are  released  into  the  system  when 
muscles,  tendons,  ligaments  and  joints  get 
damaged.  And  damaged  tissue  is  by  far  the 
most  common  cause  of  backaches. 
No  painkiller  you  can  recommend  controls 
prostaglandins  better  than  Nurofen.  Aspirin, 
for  example,  has  less  anti-prostaglandin 
activity;  and  paracetamol  has  little.  That's 
why,  when  a  customer  complains  of 
backache,  sports  injuries  or  other  muscular 
aches  and  pain,  Nurofen  is  the  one  to 
recommend. 


NUROFCN 

0 12  Tablets 


!     A  BREAKTHROUGH  IN  PAIN  RELIEF 


WHAT  ABOUT  OTHER  TYPES  OF  PAIN? 

Nurofen  is  also  extremely  effective  against 
period  pain  (where  prostaglandins  also  play 
a  critical  role),  headaches  and  dental  pain 
(which  is  often  accompanied  by 
inflammation).  And  since  Nurofen  can  lower 
temperature,  it  even  relieves  cold  and  'flu 
symptoms  as  well. 

That  makes  Nurofen  as  versatile  as  it  is 
effective,  a  painkiller  you  can  recommend 
for  just  about  any  condition 
customers  seek  relief  for. 


EASY  TO  SWALLOW 


For  even  an  effective  medicine  to  do  its  job, 
your  customer  has  to  want  to  take  it 
That's  why  every  Nurofen  tablet  is  dressed 
in  a  sugar  coat  which  takes  us  16  hours  to 
apply.This  gives  it  a  small,  rounded  shape, 
sleek  finish  and  pleasant  taste. 
That  means  Nurofen  is  easy  for  people  to 
swallow  and  they  won't  mind  taking  it. 
And  soon  after  they  do,  they  find  it  effective 
as  well. 

AND  THAT'S  NOT  ALL 

There's  so  much  more  you  can  learn  about 
pain  relief.  That's  why  we  continue  our 
training  series  which  includes  many 
materials  on  Nurofen.  So  send  us  the 
coupon  opposite  for  free  copies  of  the 


Backache  and  Sports  Injuries  Series 
Supplement  and  a  set  of  booklets  on 
backache  and  sports  injuries  for  your 
customers. 
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Whether  it's  backache,  sports  injuries,  period  pain,  headache  or  dental  pain,  you  can  rely  on  Nurofen. 


products.  This  is  because  the  high 
levels  of  vitamin  A  in  these  foods  can 
be  harmful  to  the  unborn  baby. 
(Additional  information  courtesy  of  the 
National  Pharmaceutical  Association.) 


As  this  issue's  "Showcase"  section 
shows  (pages  42-6),  a  number  of 
companies  have  introduced  folic  acid 
products  targeted  at  women  who  are 
pregnant  or  those  trying  to  conceive 

This  activity  was  sparked  by  a 
report  earlier  in  the  year  from  the 
Expert  Advisory  Group  on  folic  acid 
and  neural  tube  defects.  This 
recommended  that  all  women  who  are 
pregnant  or  planning  to  have  a  baby 
should  take  a  folic  acid  supplement. 

The  advice  was  given  after  research 
showed  that  there  was  a  link  between 
low  levels  of  folic  acid  and  an 
increased  risk  of  babies  being  born 
with  neural  tube  defects  such  as  spina 
bifida. 

Initially,  there  was  some  confusion 
about  the  correct  advice  to  give,  made 
worse  by  the  fact  that  existing 
products  did  not  necessarily  give  the 
correct  daily  dose  of  folic  acid.  Now,  a 
number  of  manufacturers  including 
Larkhall,  English  Grains,  G.R.  Lanes 
and  Pharmadass,  have  launched 
products  in  line  with  Government 
advice. 

If  you  get  any  queries  about  folic 
acid  supplements,  the  following  points 
should  help  you  advise  customers. 
©  If  a  woman  has  not  previously  had 
a  baby  with  a  neural  tube  defect,  she 
should  take  a  daily  supplement  of 
0.4mg  (400  micrograms)  folic  acid. 

•  If  she  has  already  had  one  or  more 
affected  babies  the  dose  should  be 
5mg  (5000  micrograms)  of  folic  acid 
daily. 

•  Folic  acid  supplements  should 
ideally  be  taken  before  the  baby  is 
conceived  and  continued  until  the  12th 
week  of  pregnancy. 

•  In  addition  to  taking  a  folic  acid 
supplement,  women  who  are  planning 
a  pregnancy  should  be  advised  to 
increase  the  amount  of  folate/folic  acid 
in  their  diet.  Useful  sources  include 
green  vegetables  like  broccoli,  sprouts 
and  spinach,  oranges,  wholemeal 
bread  and  fortified  breakfast  cereals 

•  Although  liver  is  a  rich  source  of 
folic  acid,  pregnant  women  are 
advised  not  to  eat  liver  or  liver 


inruuyn  ur 

Copies  are 
0800  5557 


The  British  Diabetic  Association  has 
produced  an  identity  card  for  insulin 
users  to  help  verify  the  need  to  carry 
syringes  and  medical  equipment  for 
their  condition. 

People  with  insulin  dependent 
diabetes  sometimes  encounter 
problems  when  explaining  to 
authorities  why  they  need  to  carry 
syringes  and  medical  equipment.  For 
example,  when  travelling  abroad, 
airport  staff  will  need  to  know  why 
syringes  are  included  in  hand  luggage. 

The  card  carries  a  photograph  of 
the  individual  with  diabetes  and  will  be 
authorised  by  their  medical  adviser.  It 
includes  translations  of  the  phrase  "I 
have  insulin  dependent  diabetes"  in 
four  languages  plus  instructions  on 
how  to  deal  with  hypoglycaemia. 

The  card  does  not  have  any 
statutory  status  but  H.M.  Customs  and 
Excise  will  be  circulating  details  of  the 
new  ID  cards  to  ports  and  airports. 

The  card  is  available  from  the  BDA 
priced  at  £2  for  members  and  £5  for 
non-members.  Anyone  wanting  a  card 
should  contact  Graham  Hood  at  the 
BDA  10  Queen  Anne  Street,  London 
W1M0BD  (tel:  071-323  1531)  for  an 
application  form. 


A  Tiptree  pharmacy  assistant  is 
planning  the  holiday  of  a 
lifetime  after  she  won  £1,500  of 
Thomas  Cook  vouchers  in  a 
window  display  competition 
organised  by  Seven  Seas  Cod 
Liver  Oil.  Michelle  Seely  of  the 
David  Sames  Pharmacy  in 
Tiptree,  Essex  spent  two  weeks 
creating  a  display  which 
included  a  model  of  the  Seven 
Seas  tin  man.  She  received  her 
prize  from  area  representative 
PaulHartin 


Want  more 
information? 


Every  issue,  Over  the  Counter  will  give  details  of  some  of 
the  leaflets  and  booklets  available  relating  to  topics 
covered  in  that  issue,  together  with  details  of  where  these 
can  be  obtained.  (For  company  addresses  and  phone 
numbers,  see  the  Chemist  &  Druggist  Monthly  Price  List) 


Subject  of  leaflet 
Childhood  ills 

Feet  problems 


Evening 
Primrose  Oil 


Babycare 


Associated 
product 

Dentinox 
Tixylix 


Mycil 

Daktarin 
Various 


E45 


Seven  Seas 


Where 
obtained 

DDD  Ltd 
Intercare 
(Gail  Walker) 

Crookes 

Healthcare 

Janssen 

Scholl 

Consumer 

Products 

Crookes 

Healthcare 

EPO  Office, 
4  Cupar  Road, 
Battersea, 
London  SW11 

Too  numerous 
to  list  —  All 
major 

manufacturers 
in  the  area 
produce 
booklets, 
leaflets  etc. 
Contact  reps  or 
the  companies 
direct 


OVER  THE  COUNTER  1 7  July  1 1  I! 


NOW  YOU   CAN   HAVE  A  HAND  IN  THE 

HAPPY  EVENT. 


For  women  who  are  hoping  to  become  pregnant  and  those  in  the  early  months,  you  can  recommend 
Preconceive  confidently.  It's  a  one-a-day  400mcg  tablet,  the  strength  The  Chief  Medical  Officer 
recommends  to  help  reduce  the  chance  of  neural  tube  defects,  such  as  Spina  bifida,  developing. 

Preconceive  has  been  developed  and  branded  by  Lanes  to  match  the  expected  growth  in  consumer 


interest  precisely.  It's  even  blister-packed  in  cartons  - 
a  natural  transition  from  the  contraceptive  pill, 

All  for  around  just  4  pence  per  day. 

Every  woman  who  wants  a  baby  wants  the  best  for 
their  baby.  That's  where  Preconceive  can  help  -  with 
the  promise  of  better  profits  for  you  too. 

Available  from  Ernest  Jackson  &  Co  Limited, 
Crediton,  Devon,  Telephone:  0363  772251. 


PRECONCEIVE 

FOLIC  ACID  TABLETS 

TO  HELP  ENSURE  ADEQUATE 
LEVELS  Of  THIS  IMPORTANT  NUTRIENT 
BEFORE  AND  DURING  PREGNANCY 

60  TABLETS 


Leaders  in  natural  health  care 


THE  IDEAL  FOLIC  ACID  SUPPLEMENT 


THE  CReME  DE  LA  CReME 


rCREANr 


fermatological  cream 

fOR  DRYSK/N  CONDITIONS 


Ever  since  it  was  introduced  over  40  years  ago,  Cream  E45  has  been  dominating  other 
therapeutic  moisturisers. 

At  this  time,  it  has  about  80%  of  this  market,  both  in  units  sold  and  sterling  value.' 
And  its  rate  of  sale  is  6  times  that  of  the  nearest  competitor.2 

It's  not  just  the  dry  skin  market,  either.  The  sales  of  Cream  E45  put  it  in  the  top  10  of  all 
pharmacy  OTC  brands,  regardless  of  product  category.3 

So  to  all  our  competitors,  hard  luck.  And  to  all  the  pharmacists  who  support  Cream  E45, 
merci  beaucoup. 


E   4   5       D   E   R   M   ATO   LO   C   I   CA   L      SKIN  CARE 


Sources:  Nielsen  Oelined  Dry  Skin  Market  -  Pharmacies  &  Drugstores.  1. 12  months  to  Dec.  1992. 2.  Nov./Dec.  1992. 3.  Crookes  Healthcare  internal  estimates. 


For  most  of  us  milk  is  an 
sveryday  ingredient  which 
we  can  barely  do  without. 
Whether  lavished  on  the 
breakfast  cereal, 
transformed  into  a 
mouth-watering  rice 
pudding,  or  simply  the  final 
ingredient  in  a  morning 
cuppa,  there's  nothing  like 
the  good  old 
British  pinta! 

The  health 
ibenefits  of  milk, 
with  its  high 
calcium  and 
protein  content, 
are  also  well 
documented.  Yet, 
when  it  comes  to 
babies  and  milk, 
all  is  not  quiet 
idown  in  the 
[milking  shed. 

The  debate 
centres  around 
feeding  ideas 
which  have  led  to 
vociferous 
campaigns  among 
the  baby  world  for 
some  time. 

However,  this 
time  the  battle 
lines  are  drawing 
up,  not  only 
between  mother's  miik  and 
manufactured  alternatives, 
but  between  cow's  milk  and 
the  relatively  new 
phenomenon  of  follow-on 
milks. 


Pi 


grow  th 


ksmiiimr 


First  appearing  in  the 
mid-1980s,  follow-on  milks 
have  gradually  overcome 
much  of  the  initial  prejudice 
towards  them,  to  the  extent 
that  they  have  now  become 
one  of  the  biggest  predicted 
growth  areas  in  the  market. 

And  there  is  talk  that, 
should  the  Government's 
proposed  extension  of  the 
babymilk  token  redemption 
scheme  come  into  effect, 
follow-on  milks  will  be 
included  within  the  scheme 
as  well.  High  recognition 
indeed!  But  why  follow-on? 

Weanir. 

After  the  first  six  months  of 
life,  a  milk  diet  alone  does 
not  contain  sufficient 
nutritional  ingredients  to 
support  the  baby's  growth 
and  developmental  needs. 

By  this  time,  most  babies 
will  already  have  been 
introduced  to  solids  to  some 
degree.  However,  many 
weaning  diets  do  not  contain 
all  the  required  ingredients, 
so  milk  still  plays  a  vital  role 
in  ensuring  that  the  correct 
nutrients,  particularly  iron 
and  vitamin  D,  reach  the 
baby. 

No-one  disputes  that 
breastmilk  is  better  initially 
for  the  newborn  baby.  But 
you  cannot  ignore  those 
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Mention  follow-on  milks  five  years  ago 
and  you'd  have  been  hard  pressed  to 
find  many  healthcare  professionals 
being  very  supportive.  Today  this 
sector  is  forecast  as  one  of  the  major 
growth  areas  in  this  market.  So  what's 
changed?  Jane  Nichols  investigates  ... 


women  who  cannot,  or 
choose  not  to,  breastfeed. 

Indeed,  these  women  will 
become  particularly 
important  following  the 
introduction  of  the  EC 
Directive  on  infant  formulas 
in  1994,  which  is  keen  to 
highlight  the  progressive 
and  professional  role  of 
pharmacies  in  selling  infant 
formulas. 

For  these  women,  as  for 
breastfeeding  mothers  who 
choose  to  move  baby  on,  the 
next  step  must  be  either 
cow's  milk  or  follow-on  milk. 
And  here  the  debate  gets  a 
little  more  complicated. 


Everyday  cow's  milk,  state 
the  follow-on  milk 
manufacturers,  is  deficient  in 
vitamins  A,  C,  D  and  iron  — 
a  deficiency  which  might 
result  in  a  small  but 
permanent  reduction  in  a 
child's  learning  ability, 
behavourial  problems, 
tiredness  and  poor  growth, 
as  well  as  the  possibility  of 
leaving  infants  more 
susceptible  to  infection. 

According  to  research 
carried  out  tiy  the  American 
Academy  of  Paediatrics 
Committee  on  Nutrition, 


cow's  milk  also  creates  a 
renal  solute  load  which 
substantially  exceeds  the 
recommended  maximum 
intake  for  babies,  placing  an 
unnecessary  workload  on 
immature  kidneys. 

Furthermore,  health - 
conscious  parents  may  not 
be  aware  of  the 
recommended  guideiines  for 
use  of  semi-skimmed  and 
skimmed  milk  in  children 
under  the  age  of  five. 

However,  all  this  can  be 
prevented,  and  mothers  can 
rest  easy,  say  the  milk 
manufacturers,  by  simply 
using  a  follow-on  milk,  with 
its  nutritional  enhancements. 

Yet  the  case  for  follow-on 
milk  is  not  quite  so  open  and 
shut. 

Action  response 

Baby  Milk  Action  has  been 
one  of  the  most  ardent 
campaigners  against  infant 
formulas  of  any  kind.  It 
states  that  follow-on  milks 
are  purely  a  marketing  ploy, 
born  out  of  the 
WHO/UNICEF  code  which 
forbids  the  direct  marketing 
of  breastmilk  substitutes  to 
mothers.  And  it  argues  that, 
as  the  Department  of  Health 
recommends  breastmilk  for 


the  first  year,  any  other  form 
of  milk  is  a  substitute. 

More  worryingly,  it  claims 
that  the  large  amount  of  iron 
added  to  all  babymilks 
encourages  pathogenic  gut 
bacteria  which  can  cause 
(jiil  damage  with  bleeding, 
in  turn  increasing  the  risk  of 
iron-deficiency  anaemia  — 
the  same 
condition 
follow-on  milk  is 
claimed  to 
prevent.  (1  lolly 
denied  by 
manufacturers.) 

Indeed, the 
BMA  argues  that 
follow-on  milks 
are  totally 
unnecessary. 


With  so  much 
contrasting  public 
opinion,  it's 
important  that 
mum  is  reassured 
and  happy. 

Ultimately,  it  is 
inadvisable  for 
mothers  to  use 
cow's  milk  or  any 
low-iron  formulas  before  a 
year  old.  However,  all 
mothers  who  are  planning  to 
introduce  infant  formulas 
should  be  reminded  of  the 
cost  factor  involved. 

If  you're  unsure,  why  not 
use  a  spare  moment  to  ask 
your  pharmacist  to  clarify 
the  facts  for  you.  Then  you 
can  give  confident  advice  to 
your  mums. 


1 .  What  is  weaning?  Weaning  is 
the  process  of  introducing  solids 
gradually  to  baby's  diet,  although 
initially  the  food  is  far  from  solid! 

2.  Why  do  babies  need  to  be 
weaned?  After  about  six  months 
milk  alone  cannot  satisfy  all  the 
nutritional  requirements  of  baby. 

3.  When  should  weaning  begin? 
Most  weaning  begins  between 
three  and  six  months,  but  babies 
aren't  machines,  so  times  can  vary. 
If  baby  still  appears  hungry  after  a 
good  milk  feed,  wants  to  feed  more 
frequently,  or  starts  waking  at  night 
having  previously  slept  through,  it 
is  often  a  sign  that  baby  is  ready 
for  solids. 

4.  How  do  you  wean?  Baby's  first 
food  should  be  pureed  or  sieved  to 
give  a  thin,  smooth  consistency. 
It's  important  to  begin  weaning 
when  relaxed  and  comfortable,  as 
baby  may  take  some  time  to  get 
used  to  the  idea.  If  you  don't 
succeed  at  first,  don't  worry.  Leave 
it  a  few  days  and  try  again. 

5.  What  about  milk  feeds?  During 
early  weaning  stages,  solids 
supplement  breast  or  bottle  feeds. 
Then,  as  the  baby  eats  more,  the 
milk  can  be  cut  down.  However,  all 
children  up  to  the  age  of  five 
should  have  about  one  pint  of  milk 
per  day. 


(Information  from  SMA  Nutrition,  j 


Bad  publicity 
surrounding  the 
babyfeeding 
market  means 
customers  are 
likely  to  question 
you  more  closely 
on  the  products 
you  stock.  To 
give  the  best 
advice  you  need 
to  know  more 
than  they  do 
about  current 
dietary 

recommendations 
and  the  story 
behind  the 
campaigns.  Sarah 
Purcell  reports 

Parents  want  to  give  their 
children  the  best  start  in  life 
they  can.  It's  human  nature. 
Feeding  them  the  correct 
diet,  as  advised  by 
nutritionists,  health  visitors 
and  doctors,  plays  an 
important  role  in  this  and  is 
an  area  where  parents  are 


stresses  the  product's  health 
benefits:  "The  companies 
are  responsible  because  this 
message  comes  out  more 
strongly  than  the  warnings 
about  the  dangers  of 
misuse." 

Milupa  have  already  paid 
out  damages  to  a  number  of 
children  in  Germany  who 
suffered  severe  caries  as  a 
result  of  using  their  drinks. 
Later  this  year  writs  in  the 
UK  will  be  issued  to 
Smithkline  Beecham,  Cow  & 
Gate,  Robinson,  Milupa  and 

Who's  to  blame?! 

Milupa:  "The  fault  lies  mainly 
with  consumers  not  using 
products  correctly.  The  majority 
of  consumers  use  our  drinks 
with  no  problems  at  all." 
Farley's  (Crookes):  "To  a  large 
extent  it  is  the  consumer's  fault 
for  not  reading  the  labels 
carefully.  It  is  for  these  people 
that  we  need  to  be  careful." 
Cow  &  Gate:  "If  you  look  at  the 
instructions  on  pack,  we 
recommend  drinks  are  only 
given  at  meal  times  ...  but 
misuse  is  a  problem." 
AIS:  "Many  parents  do  use 
drinks  responsibly  and  the 
children  don't  sufffer.  But  the 
level  of  'misuse'  is  not  small." 


hungry  for  more  information. 

Harm  done  to  innocent 
children  always  provokes 
strong  emotions.  In  the  past 
year,  the  babyfeeding 
market  has  come  under  fire 
on  numerous  occasions,  with 
manufacturers  accused  of 
being  economic  with  the 
truth  regarding  the  "health" 
benefits  of  their  products. 

At  the  forefront  of  the 
publicity  have  been  the 
cases  of  pie-school  children 
having  to  undergo  major 
dental  surgery  as  a  result  of 
drinking  commercial  baby 
drinks.  Manufacturers  blame 
the  parents,  parents  blame 
the  manufacturers,  and  the 
court  battles  are  only  just 
beginning. 

Sweeter  than  sugar 

Sugar  in  babydrmks  is  the 
main  issue  parents  are  likely 
to  question  you  on.  Some 
25,000  pre-school  children 
have  to  undergo  traumatic 
dental  surgery  each  year. 
The  Action  and  Information 


on  Sugars  group  (AIS) 
brought  the  incidence  of 
"nursing  bottle  caries"  to  the 
public  eye  last  year,  citing  it 
as  a  major  cause  of  rotten 
teeth  in  young  children. 

Nursing  bottle  caries  is 
severe  tooth  decay  caused 
by  prolonged,  frequent  or 
late  night  sucking  of  sugared 
drinks,  fn  extreme  cases, 
teeth  are  reduced  to 
blackened  stumps. 

What  AIS  objected  to  so 


strongly  was  the  fact  that 
sugar-containing  baby 
drinks  were  being  promoted 
as  healthy.  AIS  chairman 
Jack  Winkler  explains: 
"When  you  speak  to  parents 
whose  children  have 
suffered,  they  say  that  they 
thought  they  were  doing  the 
right  thing  for  their  children 
giving  them  these  drinks." 

You  can't  just  blame  the 
parents,  he  says,  because 
the  advertising  always 


Advice  to  parents 

•  If  your  baby  is  thirsty,  offer  cooled,  boiled  water  first.  If  this  is  unacceptable, 
choose  a  suqar-free  or  reduced  sugar  baby  detrink. 

Never  give  babies  undiluted  adult  fruit  juices.  They  are  acidic  and  can  cause 

tooth  decay.  . .  . 

~>  Always  over-dilute  concentrated  baby  drinks. 

-.  Baby  drinks  should  be  given  at  mealtimes  to  lessen  the  risk  of  decay.  I  he 

increased  flow  of  saliva  will  reduce  the  effect  of  acid  and  sugars. 

A  trainer  cup  or  cup  is  always  preferable  to  a  bottle, 
o  Drinking  should  be  supervised.  Babies  should  not  be  left  alone  sucking  on 
drinks  for  long  periods. 

•  Avoid  sugary  snacks  between  meals. 

•  Use  sugar-free  medicines  where  possible. 

•  Never  dip  soothers  in  sugary  substances. 


Boots,  with  over  600  families 
suing  for  injuries  to  their 
children's  teeth. 

Positive  response 

Manufacturers  are  starting 
to  respond  positively  to  the 
criticism.  Milupa  have 
introduced  the  first 
sugar-free  baby  drink  (C&D 
June  f  2)  and  others  are  set 
to  follow. 

James  Carter  at  Milupa 
explains:  "We  agreed  that 
the  practical  problem  of  the 
risk  of  consumers  misusing 
the  products  would  always 
be  there.  The  best  way  to 
eliminate  the  problem  was  to 
take  out  the  sugar."  The 
company  has  plans  to 
introduce  more  variants. 

Milupa  have  also  reduced 
the  sugar  content  of  their 
other  drinks  to  under  3.8  per 
cent  and  repositioned  them 
as  Junior  Cup  drinks, 
suitable  for  use  over  eight 
months.  "We  now 
recommend  that  young 
babies  should  be  given 
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:ooled,  boiled  water  if 
hirsty.  If  this  is 
jnacceptable  then  they 
should  be  given  sugar-free 
drinks,"  says  Mr  Carter. 

Milupa  are  embarking  on 
a  programme  to  reduce 
Sugar  levels  across  their 
entire  range  to  a  maximum 
of  3.7g,  the  level  naturally 
present  in  breast  milk. 

Cow  &  Gate  are  looking 
into  the  possiblity  of  a 
sugar-free  drink,  says  head 
of  nutrition  Christine  Russell. 
The  company  has  recently 
"clarified"  the  labels  on  their 
drinks,  recommending  they 
are  used  only  at  meal  times, 
and  have  reduced  the  sugar 
content  in  their  juices  by  15 
per  cent.  "Market  research 
showed  90 
per  cent  of 
parents 
understood 
the  term  'no 
added 
sugar',  but 
we  wanted 
to  ensure 
everyone 

understood  \ 
it,"  says  Ms  \  ! 

Russell. 

Sweet 
dreams? 

Crookes 
have  come 
under  fire  for  j 
their  Farley's 
Bed  Timers 
chocolate 
drink,  with 
the  thrust  of 
the  criticism 
being  its 
night  time 
positioning. 
Parents  are 
unlikely  to 
wake  a 
sleepy  child 
to  brush 
their  teeth 
before  bed, 
say  critics. 

Farley's 
senior  product  manager 
Barbara  Hodgson  says  they 
will  not  be  reformulating 
Bed  Timers  ("it  would  be 
unpalatable  with  less 
sugar")  and  feel  the 
instruction  label  is  already 
quite  clear.  However,  the 
company  plans  to  launch 
further  products  to  the 
range,  some  of  which  will 
have  "reduced  sugar 
content". 

Chairman  of  AIS  Jack 
Winkler  believes  we  will  see 
more  sugar-free  products, 
but  manufacturers  will 
watch  the  sales  of  the 
Milupa  drink  first. 

Mr  Winkler  believes 
consumers  have  the  bad 
publicity  caused  by  the  AIS 
campaign  and  other  health 
organisations  to  thank  for 
the  new  sugar-free  and 
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reduced  sugar  products. 
Ribena,  one  of  the  main 
brands  under  attack,  will 
shortly  feature  revised 
warnings  on-pack,  he 
reveals. 

As  a  result  of  the  drinks 
campaign,  sugar  in  other 
baby  products,  such  as  rusks 
and  desserts,  is  also  being 
looked  at.  Farley's  make  a 
reduced  sugar  rusk,  but  say 
it  is  impossible  to  make  a 
sugar-free  version.  "It  would 
be  unpalatable  and  would 
not  bind  together  properly," 
says  Ms  Hodgson. 

Meals  grow  up 

Feeding  babies  is  big 
business,  with  meals  now 
worth  £114  million,  up  a 


number  of  varieties  and 
improved  tastes.  They  are 
also  more  cost-effective  than 
jars  of  food. 

With  parents  leading 
increasingly  hectic  lifestyles, 
they  come  to  rely  more  on 
guick,  easy-to-prepare 
meals,  but  may  worry  their 
baby  is  not  getting  a 
balanced  diet.  At  Cow  & 
Gate  they  would  never 
recommend  babies  be  fed 
solely  on  commercial  baby 
food,  though  usage  will 
depend  on  the  age  of  the 
baby  and  circumstances  of 
the  parents. 

The  important  thing  is  to 
ensure  a  well  balanced  diet, 
says  Ms  Hodson  at  Farley's, 
and  it  would  be  very 


healthy  6  per  cent  on  last 
year.  The  divide  between 
"wet"  foods  (in  jars  or  cans) 
and  dry  (granules  in 
packets)  is  shrinking,  with 
the  split  now  57  per  cent  wet 
to  43  per  cent  dry. 

Commercial  babyfoods 
have  come  a  long  way,  and 
many  now  look  and  taste  as 
good  as  home-prepared 
food.  They  also  have  the 
advantage  of  added  vitamins 
and  minerals. 

Cow  &  Gate's  nutritionist 
Christine  Russell  says:  "All 
our  product  development  is 
based  on  what  parents  want, 
and  they  are  prepared  to 
pay  more  for  baby  meals 
which  taste  like  home 
prepared  food." 

At  Farley's,  Ms  Hodgson 
says  the  growth  of  dry  foods 
is  due  to  an  increased 


unusual  for  a  baby  to  be  fed 
solely  on  pre-prepared  food. 

Toddlers  in  mind 

With  a  falling  birthrate, 
there  are  going  to  be  more 
toddlers  around  in  the  next 
few  years  than  babies. 
Manufacturers  are  starting 
to  produce  babymeals  and 
drinks  aimed  at  this  group. 

Cow  &  Gate  have  just 
added  Olvarit  for  Toddlers  to 
their  range  of  meals  in  jars 
to  complement  their  toddler 
drinks.  The  products  are 
designed  for  one-year-olds 
and  upwards. 

The  difference  between 
these  and  "normal"  baby 
meals  are  higher  energy 
levels,  a  larger  jar,  bigger 
pieces  of  food  and  a  stronger 
taste,  more  like  adult  food. 
Cow  &  Gate  believe  the 


Additive-free? 

|  The  law  governing  additives 
in  babyfoods  and  drinks  is 
very  strict.  All  artificial 
j  colourings  and  most 
[flavourings  are  banned  for 
[the  under-threes,  along  with 
preservatives. 

Babyfoods  which  contain 
gluten  are  always  labelled 
with  a  gluten  symbol.  Gluten 
is  not  recommended  for 
babies  until  they  are  six 
months  old. 

"All  our  baby  meals  are 
made  solely  from  fresh  and 
frozen  ingredients,  with  no 
fillers'  added,"  assures  Cow 
&  Gate  nutritionist  Christine 
Russell. 


toddler  section  has  three 
times  the  potential  of  the 
current  babymeals  market. 
Farley's  believe  there  is  a 
future  for  a  toddler  market, 
since  parents  are  always 
worried  that  their  children 
are  eating  correctly,  but  it 
won't  be  as  big  as  the  baby 
market. 

Toddlers  are  known  to  be 
fussy  eaters  and  meal  times 
are  often  a  fraught  ordeal. 
They  have  particular 
nutritional  needs  as  this  is 
such  an  important  time  for 
growth. 

A  study  of  two  to  five- 
year-old  children  in 
Edinburgh  recommended  a 
high  starch  diet  from  an 
early  age  to  maintain  energy 
intake.  The  study  also 
advised  a  reduction  in  fat 
and  sugar,  with  a  view  to 
improved  health  in  later  life. 

A  further  study  on  intake 
of  minerals  and  vitamins  in 
toddlers  revealed  a  general 
lack  of  iron,  zinc  and 
vitamins  A  and  C  in  diets. 
The  mam  source  of  vitamin 
C  was  found  to  be  pure  fruit 
juice  and  Ribena.  In 
addition,  breakfast  cereals 
were  found  to  be  a  popular 
source  of  minerals. 

"The  early  establishment 
of  a  good  guality  diet  is 
extremely  important,"  says 
the  report,  "as  low  levels  of 
nutrient  intake  tend  to 
persist." 

Reasons  contributing  to 
iron  defiency  are  thought  to 
be  the  move  away  from  red 
meat,  a  rich  source,  and 
foods  like  liver.  It  is  unlikely 
to  occur,  however,  if  babies 
are  either  kept  on  breast 
milk  or  infant  formula  until 
12  months,  rather  than  on 
cow's  milk. 

In  a  separate  study,  Asian 
babies  and  toddlers  were 
found  to  be  badly  lacking  in 
iron,  explained  by  a 
prolonged  reliance  on  cow's 
milk  as  a  large  part  of  the 
diet. 
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A  change  to  the  visuals  on  the  packaging  of  the  number  one  range  of  baby  milks  v: 
needed  in  order  to  meet  the  requirements  of  a  recent  European  Directive.  But  • 
at  SMA  Nutrition  have  developed  more  than  just  modern  and  attractive  desigj" 
Research  told  us  that  mothers  wanted  clearer  and  simpler  information  on  packs. 
>  now  our  new  packaging  not  only  looks  great,  but  the  totally  new  illustrations  a 
iply  worded  instructions  provide  even  more  effective  advice  on  usage.  The  producj 

SNA  NUTRITION,  HUNTERCOMBE  LANE  SOUTH,  TAPLOW,  MAIDENHEAD,  BERKS  SL6  OPH.  IN  REPUBLIC  OF  IRE 


of  infant  formula  may  present  a  health  hazard  Social  and  financial  implications  should  be  considered  ^^^^"^^^  it  provldes  the  nour,shmenc  essenna,  to  a  baby's  health 
SMA  PROGRESS  is  a  follow-on  m,lk  consisting  of  a  balanced  blend  of  milk  solids,  vitamins  and  minerals.  When  used  in  con|unction  with  soUd  teeoing.  p   


)ugh,  remain  the  same  tried  and  trusted  milks  that  mothers 
/e  been  feeding  their  babies  for  generations. 


order  to  avoid  any  confusion,  we're  launching  these  new 
signs  with  a  wide  support  package  to  inform  mothers,  health 
Dfessionals  and  retailers.  We're  making  sure  the  SMA  range  of 
ks  continues  to  stay  at  number  one  and  not  on  your  shelves! 


NUTRITION,  765  SOUTH  CIRCULAR  ROAD,  ISLANDBRIDGE,  DUBLIN  8. 


ned  growth.  SMA  PROGRESS  is  not  intended  to  replace  breast  feeding  nor  is  it  intended  for  babies  younger  than  6  months, 
t  feeding  is  best  for  babies  SMA  WYSOY  milk  free  soy  infant  formula  is  intended  to  meet  the  nutritional  needs  of  infants  and  children 
ire  allergic  to  cow's  milk  protein  or  intolerant  to  lactose  or  sucrose.  Soy  infant  formulae  are  not  recommended  for  premature  babies 
ose  with  kidney  problems.  Medical  guidance  should  be  sought 
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Ceeping  babies'  bottoms 
lean  and  dry  is  a 
nulti-million  pound 
msiness.  Every  day  in  the 
JK  alone,  some  1.5  million 
)abies  are  swaddled  in 
lisposable  nappies,  bringing 
n  around  £450  million  for 
he  industry  last  year. 

In  1980  only  10  per  cent  of 
lappy  changes  were 
lisposables.  Today  that 
igure  has  jumped  to  87  per 
:ent,  leaving  only  13  per 
:ent  of  parents  supporting 

Via  rvrirrin^l  Tornr  nannu 

Mounting  waste 

invironmentalists  are 
lorrified  at  the  growing 
nountain  of  decomposing 
lisposable  nappies  —  8.3 
nillion  of  them  a  day,  to  be 
jrecise.  But  with  parents 
eading  ever  more  hectic 
md  stressful  lives,  how 
nany  would  consider 
stepping  back  to  the  "good 
)ld  days",  when  there  was 
ilways  a  bucket  of  dirty 
ferries  soaking  in  the 
jathroom  and  another  load 
m  the  washing  line? 

The  disposable  nappy  is  a 
elatively  young  product, 
starting  its  life  in  the  late 
1960s.  The  first  diposable 
aroduct  was  not  a  complete 
rappy,  but  a  pad  filled  with 
ibsorbent  wood-pulp  worn 
nside  the  cloth  nappy. 

The  first  true  throwaway 
lappy  was  introduced  in  the 
ate  1970s,  but  was  ill-fitting 
md  uncomfortable  as  it  was 
'olded  and  fastened  by 
sticky  tapes. 

The  first  major  innovation 
:ame  in  the  consumer  boom 
Df  the  early  1980s,  when 
elastic  was  fitted  around  the 
leg  areas  to  give  a  snugger 
fit  and  prevent  leaks. 

Re-sealable  tapes  came  in 
later,  enabling  parents  to 
check  quickly  whether  the 
nappy  needed  changing. 

Ultra  breakthrough 

The  biggest  breakthrough 
came  in  1987,  when  nappies 
suddenly  took  on  the  word 
"ultra".  The  magic 
ingredient  was  an  absorbent 
gelling  agent,  capable  of 
holding  up  to  28  times  its 
own  weight  in  moisture,  but 
also  of  bonding  the  moisture 
to  the  gelling  agent,  thus 
keeping  baby  drier. 

This  gelling  agent  was 
then  added  to  the 
wood-pulp,  dramatically 
increasing  the  absorbency  of 
the  nappy  and  keeping  the 
baby  drier  for  longer  and 
helping  prevent  nappy  rash. 

The  addition  of  the  gelling 
agent  also  meant  that 
nappies  became  less  bulky 
and  the  fit  was  improved. 

Since  this  major 
breakthrough,  manufacturers 
have  continued  to  perfect 

OVER  THE  COUNTER  17 
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A  nappy  is  no  longer  just  a  container  of 

nasty  accidents,  it's  become  a 
technological  work  of  art.  Sarah  Purcell 
takes  a  look  at  its  history,  from  humble 
Terry  to  ultra  nappy 


A  typical  disposable  nappy  is  made  up  of  the  following  layers  and  features: 

•  porous  polypropylene  topsheet,  which  acts  as  an  envelope  for  other 
materials 

•  polypropylene  waistshield,  which  prevents  leakage  above  the  nappy 
cellulose  pulp  to  absorb  and  distribute  moisture 

•  absorbent  gelling  agent  for  super  absorbency 

•  a  layer  of  tissue  to  spread  moisture  over  the  pulp  core 
polyethylene  backsheet  to  prevent  leakage  and  hold  in  other  materials 
rubber  leg  elastics 

fastening  surface  allowing  refastening  of  tapes 

•  tapes  for  a  snug  fit 


the  disposable  nappy.  In 
1989  we  saw  the  first 
nappies  designed  for  each 
sex,  with  more  absorbency 
at  the  front  for  boys  and  in 
the  middle  for  girls. 

Two  years  ago  new 
methods  of  packing  nappies 
were  developed  which 
allow  the  same  number  to 
be  packed  in  much  smaller 
bags,  making  them  easier  to 
carry  and  store  and  giving 
retailers  more  shelf  space. 

More  recent  developments 
include  improved 
absorbency  via  a  new  layer 
made  of  curly  cellulose 
fibres  which  attracts  the 
moisture  and  distributes  it 
throughout  the  nappy. 

Manufacturers  have  also 
come  up  with  "trainer" 
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nappies,  designed  to  help 
children  through  the  trying 
time  of  potty  training. 
Available  from  Procter  & 
Gamble  (Pampers  Trainers), 
Peaudouce  (Up  &  Go)  and 
Kimberly-Clark  (Huggies), 
they  look  like  underwear 
but  will  protect  against 
accidents. 

The  biggest  problem  with 
diposable  nappies  is  the 
waste.  Dumped  in  land-fill 
sites,  not  designed  to  allow 
the  nappies  to  decompose, 
there  have  been  claims  that 
they  give  off  methane  gas, 
with  the  danger  of 
chemicals  finding  their  way 
into  the  water  supply. 

David  Hammond, 
chairman  of  the  Disposable 
Nappy  Association,  says  that 


no  evidence  has  been  found 
to  suggest  that  decomposing 
nappies  constitute  a  health 
hazard  —  there's  far  more 
risk  from  dumped  cat  litter, 
he  believes.  However,  no 
nappy  is  1 00  per  cent 
biodegradeable,  with  most 
achieving  only  80  per  cent. 

The  preferable  solution 
would  be  to  incinerate  them, 
which  would  also  eliminate 
potential  health  risks,  bu1 
this  is  much  more  expensive. 

Procter  &  Gamble  claim 
disposable  nappies  only 
account  for  0.6  per  cent  of 
total  solid  waste,  and  have 
invested  $20m  into  a  fund  to 
look  at  ways  of  using  the 
waste  as  compost. 

As  an  alternative,  Terry 
towelling  nappies  with 
plastic  pants  are  still 
available.  A  more 
acceptable,  eco-friendly 
alternative  is  an  all-in-one, 
washable  cotton  nappy.  It 
includes  an  absorbent  pad 
and  can  be  used  with  a 
flushable  paper  liner. 

A  new  one  is  being 
produced  in  the  UK  by  First 
Choice  (available  from 
August),  which  will  be  sold 
into  pharmacy.  It  is  an 
all-in-one  cotton  nappy  with 
an  absorbent  panel.  Plastic 
pants  are  not  necessary, 
says  the  company. 

Whether  these  will  be  the 
nappies  of  the  future  is 
questionable,  despite  the 
valuable  benefits  they  would 
bring  to  the  environment. 
With  no  disrespect  to  First 
Choice,  they  are  unlikely  to 
be  able  to  invest  £6. 6m  in 
advertising  their  product,  as 
Procter  &  Gamble  did  for 
Pampers  last  year. 

And  there's  the  small 
matter  of  convenience  too. 
Today's  parents  have  got 
used  to  the  relatively 
pleasant  and  simple  solution 
that  disposables  provide  to 
the  dirty  nappy  problem. 
They  may  be  unwilling  to 
give  up  this  new-found 
freedom. 
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A  market  f 


In  previous  times,  the  care  of 
coughs,  colds  and  nasal 
congestion  has  been  almost 
exclusively  viewed  as  a  winter 
healthcare  problem.  However,  as 
around  40%  of  annual  sales  are 
derived  between  April  and  Sept- 
ember, it  is  clear  that  cold  care  is 
in  reality  a  year  round  concern. 

There  is  no  better  example  of  this 
than  colds  and  nasal  congestion  in 
young  children.  A  recent  survey 
sponsored  by  Karvol  revealed  that 
toddlers  and  young  children  are  likely 
to  suffer  from  between  five  and  seven 
bouts  of  sore  throats  and  colds  year- 
round. 

It  is  therefore  clear  that  a  major 
opportunity  exists  for  pharmacists  to 
increase  their  business  in  this,  one  of 
the  most  powerful  sectors  of  the  OTC 
market,  by  reflecting  this  year-round 
sales  opportunity  at  point  of  sale. 
Crookes  Healthcare,  makers  of  Karvol, 
have  taken  a  close  look  at  the  dynamics 
ildcare  for  young  children.  Their 
■  wide  survey  amongst  mothers 
has         .led  trends  which  pharmacy 
staff         I  be  aware  of  if  they  are  to 
maxim .        ir  business  in  this  area. 

A  change  m  attitude 

Parents  take  no  chances  when  it 
comes  to  treating  their  children's  colds 


and  prefer  to  consult  either  the  GP 
or  pharmacist:  90%  will  immediately 
act  upon  this  recommendation  when 
in  pharmacy.  It  is  therefore  important 
to  be  aware  of  your  customers'  needs: 
ask  questions  and  make  sure  you 
have  a  complete  picture  of  the  child's 
symptoms. 

Karvol  -  the  trusted  brand  choice 
for  young  children. 

For  treating  young  children,  the 
survey  revealed  that  the  major  product 
attributes  are  efficacy,  trusted  brand 
names  and  a  notable  preference  for 


more  natural,  non-invasive  remedies. 

This  is  why  Karvol  has  such  lasting 
appeal,  indeed  the  benefits  of  its 
formulation  have  never  been  more 
relevant.  Karvol  contains  a  combination 
of  three  natural  aromatic  vapours  - 
pine,  menthol  and  cinnamon,  which  are 
known  to  be  amongst  nature's  most 
effective  aids  to  relieve  the  misery  of 
stuffed  up  noses.  Since  die  therapeutic 
action  is  achieved  by  inhalation  it  also 
satisfies  the  growing  consumer  demand 
in  children's  medicines  for  non-invasive 
treatment. 

But  more  importantly  for  pharma- 
cists, Karvol  is  efficacious  and  easy  to 
administer  in  the  home,  with  a 
carefully  measured  one  dose  capsule. 

Such  strengths  as  these  have  served 
the  brand  well,  and  a  wide  range 
of  opinion  formers  support  Karvol 
as  a  gentle  and  effective  remedy  for 
the  nasal  congestion  which  comes 
with  a  cold. 

Self  selection  for  pharmacy  growth 

Since  acquiring  its  GSL  licence, 
KarvoPs    potential    for  increased 


pharmacy  business  can  now  be 
realised  through  prominent  displays 
to  encourage  self  selection  by 
consumers.  And  Crookes'  research 
indicates  this  is  exactly  what 
consumers  are  looking  for. 

A  recent  dual  siting  trial  of 
Karvol  10  packs  in  the  babycare 
fixture  increased  sales  during  the 
summer  months  by  42%.  This  not 
only  demonstrates  that  well-managed 
displays  generate  an  even  greater  rate 
of  sale  amongst  existing  users,  but  that 
new  generations  of  mothers  can  be 
prompted  to  effectively  trial  Karvol 
when  additional  self  selection  oppor- 
tunities are  offered  to  them  in  other 
relevant  fixtures  like  babycare.  But 
despite  this,  69%  of  pharmacists 
polled  recently  were  shown  to  be 
stocking  Karvol  according  to  its 
previous  "P"  position  -  hidden  from 
view  behind  the  counter  or  in  a 
drawer.  Those  who  do  are  missing 
the  high  percentage  of  sales  that  are 
led  by  display  and  prompted  trial. 

Couple  this  with  the  fact  that  90% 
of  nasal  decongestant  sales  are 
generated  by  just  three  brands  - 
Karvol  leading  Vicks  Vaporub, 
closely  followed  by  Olbas  Oil  -  it  is 
clear  that  pharmacy  is  missing  out  on 
proven  opportunities  for  incremental 
growth  in  their  business.  Stock  the 
brands  with  a  proven  track  record  and 


keep  a  careful  watch  on  rate  of  sale. 

In  conclusion,  Claire  Robinson, 
Product    Manager    for    Karvol  at 


Crookes  Healthcare  has  a  clear  cut 
message  for  pharmacy.  "  There  has 
never  been  a  greater  opportunity  for 
pharmacists  in  the  area  of  children's 
coldcare  remedies.  Upweighted  sales 
can  be  achieved  with  a  more  positive 
approach  to  fixture  planning.  But  if 
pharmacists  continue  to  stock  Karvol 
hidden  away  and  below  the  counter, 
thev  can  only  miss  out  in  this,  one  of 
the  most  lucrative  areas  of  the  over 
the  counter  medicines  market." 


Stock  up  is  the 
message,  and 
keep  a  year 
round  display  is 

the  route  ahead. 


riSEPTIC  HEALING  CREAM 


Napkin  Rash,  Eczema.  Bed  Sores, 
a  Surface  Wounds.  Sunburn.  Chilblains.  Minor  b. 

MEDICINES  OUT  OF  REACH  OF  CHILDREN  [FOR  EUTEgfci- 


In  the  past  year  Sudocrem  has  reached  more  bottoms 
than  ever  before.  With  over  50%*  of  the  branded  nappy 
rash  market,  it  outsells  all  other  brands  put  together. . . 
and  it's  still  going  strong. 

Recommended  by  professionals,  trusted  by  Mums, 
Sudocrem  treats  and  protects  against  nappy  rash  -  that's 
why  it's  always  in  demand.  And  with  a  full  range  of  sizes 
<60g,  125g,  250g  and  400g)  you  encourage  your 
c  ustomers  to  try  and  then  trade  up  -  giving  you  the 
I  returns. 

)th  Sudocrem's  massive  share,  professional 
reo )       -ndation  and  increased  promotional  support, 
you  c        tock  a  more  popular  brand. 
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ANTISEPTIC  HEALING 

Napkin  flash.  Eczema.  Bed  ! 
;ie,  Surface  Wounds.  Sunburn,  Chiibl 
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PHARMAX 


Parents  worry  about  their  children,  it  is  a  natural  thing  to  do.  But  the  situation  is  even 
worse  when  an  infant  is  not  well.  Liverpool  pharmacist  Jeremy  Clitherow  looks  at 
some  of  the  common,  and  not  so  common,  childhood  ailments 


When  a  child  is  ill,  the  whole 
family  suffers.  There  is  little 
more  harrowing  than  the 
bedside  vigil  through  the 
night  which  most  parents 
have  experienced.  The 
adults  sit  waiting,  listening, 
for  each  and  every  breath, 
feeling  so  utterly  useless. 

As  a  result,  when  dealing 
with  such  parents,  a  great 
deal  of  sympathy  and 
support  is  called  for.  It  will 
help  if  they  do  most  of  the 
talking,  assisted  by  you, 
using  open  questions.  Try  to 
imagine  how  you  would  feel 
if  you  were  in  their  place. 

There  is  a  whole  range  of 
childhood  ailments  which 
you  may  see  in  the 
pharmacy.  Studies  of  the 
prevalence  of  childhood 
diseases  tend  to  subdivide 
these  conditions  into  three 
categories.  The  first  are 
common  but  trivial  diseases, 
the  second,  the  less  common 
but  serious  diseases,  and  the 
third,  the  very  serious  or 
"dread  diseases". 

Thankfully,  in  pharmacy 
we  see  mostly  the  first 
group,  a  few  of  the  second 
and  very  few  of  the  third. 
However,  we  must  all  be 
aware  of  their  existence  and 
never  dismiss  them. 

Common  diseases 

By  far  the  most  often  seen 
childhood  complaint  is  the 
patient  with  a  bad  chest. 
These  account  for  nearly 
half  of  all  consultations  and 
may  come  to  you  before  or 
after  going  to  the  doctor. 
The  peak  age  is  between 
four  and  nine  years. 

The  wheezy  child  rapidly 
develops  a  temperature, 
sometimes  breathlessness, 
and  invariably  a  chesty 
cough.  This  is  different  to 
the  tickly  cough  usually 
associated  with  a  throat 
irritation.  The  former  is  a 
real  bark,  the  latter  a 
nuisance. 

Most  of  these  "chests"  are 
viral  and  will  not  respond  to 
antibiotics.  However,  many 
doctors  prefer  to  prescribe  a 
broad  spectrum  antibiotic 
just  in  case. 

In  the  pharmacy,  you'll 
often  be  asked  for  a  suitable 
cough  product.  Remember 
that  suppressants  should  not 
be  used  for  chesty  coughs  — 
an  expectorant  is  preferable. 
Sometimes  a  soothing 
product  like  Simple  Linctus 
is  all  that  is  necessary. 
•  Skin  conditions  account 
for  some  15  per  cent  of 
complaints  and  is  the  second 
biggest  category.  These 
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'My  child's 
not  well' 


conditions  range  from  nappy 
rash  to  cradle  cap,  from 
head  lice  to  verrucae,  from 
dandruff  to  athlete's  foot. 

Athlete's  foot  is  covered  in 
the  article  on  pages  30-33, 
while  other  skin  conditions 
were  dealt  with  in  the  last 
issue  of  Over  the  Counter. 
•  GI  tract  disorders  account 
for  about  one  in  ten  of  all 
cases.  Mothers  notoriously 
describe  these  as  "an  upset 
stomach",  a  phrase  which  is 
totally  meaningless  and 
often  confusing.  It  is  up  to 
you  to  determine  what  the 
problem  really  is. 

A  common  factor  in  both 
diarrhoea  and  vomiting,  and 
the  one  which  will  cause  the 
greatest  risk  to  health,  is 
dehydration.  It  is  distressing 
for  an  older  child  but 

Dehydration 
dangers 

Remember  all  the  "D's"  for  a 
baby  under  12  months  with 
diarrhoea: 

Diarrhoea  Dehydration, 
Dead  within  24  hours.  Doctor 
immediately,  Don't  Delay. 

Symptoms  of  dehydration 
are  dry  tongue  and  throat, 
anxiety,  resdessness  and  ml 
urine  output. 


can  be  fatal  for  a  baby. 

For  the  older  child, 
rehydration  therapy  is  the 
treatment  of  choice.  The  aim 
is  to  replace  the  salts  and 
minerals  lost  by  diarrhoea 


Fits  and  teeth 

Fits  are  surprisingly  common 
in  childhood  and  the  causes 
are  many  and  varied.  The 
most  usual  are  febrile,  or 
high  temperature, 
convulsions  and  epileptic 
fits.  The  former  often  occurs 
at  the  peak  of  an  infection 
and  subsides  rapidly.  The 
latter  is  usually  more 
protracted  and  is  recurrent. 

Treatment  for  both 
involves  maintaining  an 
open  airway  and  ensuring 
that  no  harm  comes  to  the 
patient.  When  the  fit  is  over, 
the  child  should  be  put  into 
the  recovery  position  and 
allowed  to  sleep  it  off,  under 
supervision. 

•  Teething  is  very  traumatic 
for  children  of  all  ages. 
There  is  localised  pain  which 
can  often  be  extreme, 
causing  temperature, 
salivation,  loss  of  appetite 
and  sleeplessness.  Do  you 
remember  your  last 
toothache?  You  were  in  a 
position  to  know  what 
caused  it  and  do  something 
about  it;  babies  are  not. 

Cold  applications,  teething 
preparations  in  the  form  of 
gels  and  liquids,  and 
paracetamol  are  useful  allies 
in  teething. 

The  common  cold 

Colds  are  common  in 
children  but  influenza  is 
rare.  Both  are  caused  by 
viruses  and  are,  therefore, 
insensitive  to  antibiotics. 
Rest,  warmth  and 


lAfhich  ciiiciIcjgsic? 

Since  the  link  with  Reyes  syndrome,  aspirin  is  no  longer  given  to 
children  under  the  age  ot  12  except  under  medical  supervision. 

Paracetamol,  particularly  when  given  as  a  flavoured 
suspension,  works  well.  But  one  word  of  warning!  Babes  are 
canny  creatures.  If  the  first  dose  of  the  medicine  tastes  bitter  or 
bad,  no  further  doses  will  be  taken.  They  will  be  spat  out, 
avoided  or  generally  knocked  away. 

The  moral  of  this  is  to  recommend  a  brand  where  the 
persistent  bitter  taste  of  paracetamol  is  adequately  masked.  If 
you  don't,  you  might  just  as  well  not  bother  because  the  child 
will  just  refuse  the  medicine. 

Ibuprofen  can  be  given  to  older  children  but  not  to  those  under 
the  age  of  12.  Anyone  who  is  sensitive  to  aspirin  may  also  react 
to  ibuprofen  and  asthmatics  should  take  particular  care. 


and  vomiting.  Glucose 
assists  the  absorption  of  salts 
and  is  often  added. 

These  solutions  can  be 
reconstituted  from  powder  or 
effervescent  tablets  and 
mixed  with  preferably 
freshly  boiled  and  cooled 
water.  An  unused  solution 
should  be  discarded  after 
one  hour  unless  refrigerated 
and  covered,  when  it  may  be 
kept  for  up  to  24  hours. 


nourishment  will  be  needed. 

There  is  a  saying  that, 
with  treatment,  a  cold  runs 
its  course  in  seven  days  and, 
without,  it  takes  a  week  but 
feels  like  a  fortnight. 
•  Acute  otitis  media,  or 
infection  of  the  middle  ear,  is 
still  a  common  emergency. 
The  availability  of  modern 
antibiotics  has  removed  the 
horrors  of  "mastoid"  and 

Continued  on  pftC  P- 
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rather  like  a  severe  cold,  but 
renders  the  patient 
infectious  until  four  or  five 
days  after  the  rash  appears. 
A  measles  rash  starts  as  a 
blotchy,  slightly  elevated 
pink  rash,  usually  behind  the 
ears,  and  then  spreads  to  the 
neck  and  from  there  to  cover 
the  arms,  trunk,  lower  limbs 
and  even  the  palms. 

Complications  tend  to 
affect  the  chest  and  ears. 
Encephalitis,  or 
inflammation  of  the  brain, 
occurs  in  about  one  in  1,000. 


Continued  from  p  1  9 

consequent  permanent 
deafness.  It  is  very  common 
for  attacks  to  flare  during  the 
middle  of  the  night.  The 
peak  age  of  suffering  is 
between  five  and  ten  years, 
starting  as  low  as  two  and 
disappearing  by  puberty. 

The  source  of  the  infection 
is  frequently  a  chest  or 
throat  infection  and  the  bugs 
travel  along  the  Eustachian 
tube  which  joins  the  throat 
to  the  middle  ear.  The  tube 
blocks  with  mucus  or  pus 
which  distorts  the  eardrum, 
causing  pain. 

Never  forget  that  children 
often  put  small  objects  into 
their  ears,  and  remember  to 
ask  the  mother  whether  she 
has  had  a  good  look.  That 
sore  ear  could  be  due  to  a 
bead  or  paperclip. 

Asthma  attacks 

Asthma  is  reversible 
constriction  of  the  airways 
possibly  triggered  by  heat, 
cold,  excitement,  stress, 
exercise  or  infection. 
Allergic  asthma  may  result 
from  inhaling  allergens  such 
as  pollen,  animal  fur,  smoke 
or  dust.  The  list  is  endless. 

While  the  condition  is 
treatable,  some  2,000  people 
still  die  from  asthma  attacks 
every  year.  Typically  the 
young  patient  begins  to 
wheeze,  a  cough  develops, 
the  lining  of  the  airways 
swells  and  produces  mucus 
and  the  smooth  muscles, 
forming  the  breathing  tubes, 
constrict.  Breathing  becomes 
difficult.  It  is  like  breathing 
through  a  straw  compared  to 
through  a  wide  tube. 

Most  patients  will  be 
prescribed  a  bronchodilator 
inhaler  with  or  without 

s  Is.  Other  treatments 

in        -iie  the  triggering 
re       -    and  so  prevent  an 
attac  1  developing. 

Less  os  monly  seen 

Mumps  is  an   ■■  ute  viral 
infection  vvhi<      i  fects  some 
90  per  cent  ot  all  children 
during  their  vei  y  early  years. 
It  is  spread  by  dropl< 
infection  and  via  saliva. 

Mumps  is  characterised  by 
a  swelling  of  the  parotid 
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gland  which  lies  at  the  angle 
of  the  jaw  bone.  A  rule  of 
thumb  is  that  if  you  can  still 
feel  the  angle  of  the  jaw,  it's 
not  mumps.  This  swelling 
typically  develops  within 
two  to  three  weeks  of 
contact. 

The  interval  between 
infection  and  this  swelling  is 
called  the  pro-dromal  phase. 
The  patient  will  not  usually 
know  they  have  been 
infected  but  may  not  feel 
100  per  cent.  They  may  feel 
hot,  generally  unwell  and 
probably  have  a  headache. 

When  the  pro-dromal 
phase  is  over  and  the  parotid 
gland  swells,  the  whole  side 
of  the  face  can  become 
distorted.  Chewing  and 
speaking  becomes  difficult. 

Complications  are  more 
academic  than  likely,  but 
should  not  be  overlooked. 
There  is  the  possibility  of 
meningitis.  About  one  child 
in  five  shows  signs  of 
cerebral  irritation  but, 
fortunately,  not  many  of 
these  develop  meningitis. 

You  should  also  ask  if  all 
the  adult  males  in  the  family 
have  had  mumps.  One  of  the 
complications  is  an  acute 
swelling  of  the  testes 
(orchitis). 

This  enlargement  can 
easily  be  of  the  order  of 
three  or  four  times  the 
normal  size,  is  very  painful 
and  can  lead  to  sterility. 
•  Measles,  like  mumps,  is  a 
viral  infection.  It  is  highly 
contagious  but  poses  little 
risk  to  life  in  healthy 
children.  The  pro-dromal 
phase  is  usually  uneventful, 


If  it  is  going  to  happen,  it 
will  be  within  one  week  of 
the  appearance  of  the  rash. 

Yet  more  viruses 

German  measles,  or  rubella, 
is  yet  another  viral  infection. 
The  incubation  period  is  ten 
to  20  days  but,  for  most,  the 
first  indication  will  be  a 
minute  pink  rash  over  the 
face.  Headache,  sore  throat 
and  slight  fever  often 
precede  the  rash. 

In  days  gone  by,  whole 
neighbourhoods  used  to  hold 
German  measles  parties. 
The  reason  being  that 
German  measles  caught  in 
pregnancy  can  cause  severe 
foetal  abnormalities.  As  once 
you  have  caught  rubella  you 
are,  theoretically,  immune 
for  life,  it  made  sense  to 
collect  all  the  young  girls 
together  and  let  them  catch 
German  measles  before  it 
could  do  any  harm. 
•  Chicken  pox  is  a  viral 
infection  of  the  herpes 
family.  It  affects  children  in 
the  age  group  two  to  eight 
years  and  is  uncomfortable, 
but  little  more.  In  adults  it 
can  be  quite  serious. 

Incubation  lasts  around 
14-20  days,  and  may  be 
accompanied  by  a  low-grade 
fever.  After  that,  the  skin 
starts  to  erupt  as  small  water 
blisters  surrounded  by  a  red 
ring.  The  blisters  then  burst 
and  crust  and  the  scabs 
which  form,  fall  off  in  one  to 
three  weeks. 

If  that  were  not  bad 
enough,  the  eruptions  are 
rarely  synchronised.  There 
will  be  patches  all  over  the 
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body  at  different  stages  of 
development.  Still  worse,  the 
mouth,  palate,  throat  and 
even  eyes  can  be  involved. 

Characteristically,  these 
lesions  are  very  itchy.  The 
patient  scratches  and  may 
damage  the  tissue  or 
introduce  secondary 
infection.  Finger  nails  should 
be  clipped  short  and 
antipruritic  lotions  like 
calamine  applied  liberally. 

While  one  attack  confers 
lifelong  immunity,  the  virus 
remains  dormant  within  the 
body.  It  may  be  resurrected 
in  later  life  as  shingles. 

The  very  serious 

Cancers  are,  after  accidents, 
the  largest  killers  of  children 
under  15  years  of  age. 
Leukaemia  and  lymphoma 
together  account  for  half  of 
all  these  cancers.  While  the 
incidence  is  low,  there  is  no 
room  for  complacency  as 
early  detection  greatly 
increases  survival  rates. 

Chemotherapy  is  the  usual 
weapon  used  in  these 
diseases.  The  side-  effects  of 
nausea,  vomiting  and  total 
hair  loss  are  very  distressing. 
For  some  unfortunate 
families  it  is  a  contest  of  no 
chance,  and  all  we  can  hope 
to  offer  is  consideration  and 
a  listening,  sympathetic  ear. 
No  parent  who  loses  a  child 
gets  over  it.  Ever. 
•  Meningitis  is  essentially  a 
children's  disease.  Three 
quarters  of  sufferers  are 
under  15  years,  and  three 
quarters  of  these  under  five. 

This  is  an  inflammation 
of  the  meninges,  the 
connective  tissue  which  lines 
the  skull  and  spine. 
Symptoms  are  intense 
headache,  stiffness  of  the 
neck,  fever,  pallor  and 
vomiting.  The  doctor  should 
be  notified  immediately. 

Bacterial  meningitis  is 
usually  treated  with 
injections  of  antibiotics.  If 
the  cause  is  a  virus,  there  is 
little  which  can  be  done.  Bed 
rest,  darkness  and  quietness 
will  help,  but  not  cure. 


Success  stories 

Success  stories  in  paediatric 
medicine  have  escalated  in 
the  last  two  generations. 
Pneumonia  and  TB  are  no 
longer  the  killers  they  were, 
and  rheumatic  fever,  polio 
and  diphtheria  are  almost 
academic  diseases. 
Medicines  are  more  potent, 
and  safer,  than  ever  before. 

Having  said  that,  there  is 
no  replacement  for  genuine, 
sincere  concern.  A 
sympathetic  and  sensitive 
approach  to  parents  of  sick 
children,  who  are  probably 
tired  and  worried  out  of  their 
minds,  will  help  speed  the 
recovery  of  the  family  unit. 
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Any  mum  who  hasn't  heard  how  good  Anbesol*  is  at 
relieving  teething  pains,  will  very  soon.  Because  a  brand 
new  advertising  campaign  is  running  in  all  the  leading  mother 
and  baby  magazines  —  with  up  to  /2  million  mums  seeing  it. 

So  keep  on  recommending  Anbesol.  It's  the 
best-selling  liquid  teething  pain  reliever  and  it's  sugar-free. 
What's  more  it's  only  available  from  pharmacies. 


*  Trade  Mark 


I  baby  came  too 


With  the  rising  popularity  of  foreign  travel,  parents  are  less 
inclined  to  forego  their  annual  holiday  just  because  there's  a 
new  addition  to  the  family,  as  Jane  Feely  explains 


Once,  or  even  twice,  yearly 
holidays  abroad  have 
become  a  common  part  of 
many  families'  routines.  So 
much  so  that  couples  are 
often  reluctant  to  do  without 
once  they've  had  a  family. 

While  in  theory  the  idea  of 
taking  a  small  child  on  a 
trip  abroad  may  sound 
simple,  in  practice  it  can  be 
a  daunting  task.  In  the 
pharmacy  you  may  be  asked 
for  advice  on  what  to  pack 
and  how  to  cope  in  foreign 
climes. 

What  destination? 

Obviously  the  actual  holiday 
destination  your  customer 
plans  to  visit  will  determine 
to  some  extent  what  they 
need  to  take.  Travellers  to 
Florida,  for  example,  are 

likely  to  be  able  to  buy 
aj      mg  they've  forgotten 
th,;..  :  ose  opting  for  a 
rein         reek  island. 

The       sous  differences 
betwc  dtering,  a 

luxury  I         r  staying  with 
relatives       iid  also  be 
borne  in  m 

In  general,  ill  but  the  most 
remote  destinal.i<  >ns  are 
likely  to  have  somewhere  to 
buy  the  basics  for  baby.  But 
if  the  child  has  particular 
needs,  it  is  best  to  pack 
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enough  to  last  the  holiday. 

The  other  main  factor  is 
the  age  of  the  child.  A 
six-month-old  babe  has  very 
different  needs  to  a  two- 
year-old  toddler. 

Down  to  basics 

It  is  often  said  that  very 
small  babies  do  little  but  eat, 
sleep  and  soil  their  nappies! 
An  oversimplistic  view 
perhaps,  but  it  often  helps  to 
view  a  child's  needs  in  such 
basic  terms. 

Firstly,  think  of  nappies  — 
whether  disposables  or 
terrys  —  and  make  sure 
sufficient  are  packed.  And 
not  just  in  the  suitcase. 
Babies  often  need  changing 
en  route  and  spares  loaded 
on  the  plane  are  no  use  if 
junior  has  an  accident  at  the 
airport! 

And  don't  forget  all  the 
associated  wipes,  talc,  cream 
for  nappy  rash  and  a  bag  to 
put  the  soiled  nappy  in 
afterwards. 

If  baby  is  being  bottle-fed 
or  has  reached  the  weaning 
stage,  sufficient  supplies  of 
the  appropriate  foods  should 
be  packed.  For  breast-fed 
babies,  the  use  of  pumps  to 
express  milk  into  bottles 
may  help  on  long  journeys. 

With  any  bottle  feeding 


comprising  antiseptic, 
plasters,  scissors,  tweezers, 
analgesics  and  rehydration 
powder,  in  case  of  vomiting 
or  diarrhoea,  should  be  on 
everyone's  holiday  list. 

Medicine  wise 

As  with  any  traveller,  young 
or  old,  if  children  need  to 
take  medicines  for  any 
reason,  parents  should  make 
sure  they  have  sufficient 
supplies  before  leaving 
home.  Medicines  should  be 
packed  in  the  hand  luggage, 
in  case  suitcases  go  astray. 

After  all  this,  your 
customer's  luggage  will  look 
more  like  they're  emigrating 
than  going  away  for  a 
fortnight.  But  if  they're  well 
prepared,  the  greater  the 
chance  that  the  holiday  will 
go  smoothly. 


there  are  the  associated 
teats,  sterilisers  etc.  A 
microwave  steriliser  kit  can 
be  useful  as  many  hotels, 
airports  or  even  planes  have  | 
microwaves.  K 

Sucking  a  bottle  when  the 
plane  is  taking  off  or  landing 
can  help  neutralise  the 
pressure  in  the  ears  that  can 
cause  babies  discomfort. 

Happy  at  play 

Older  children,  particularly 
the  more  temperamental 
toddlers,  are  often  best 
placated  when  travelling  by 
the  presence  of  something 
reassuring  from  home. 

Whether  it  is  a  favourite 
teddy,  doll  or  "comforter" 
blanket,  making  sure  this 
isn't  left  behind  can  mean 
the  difference  between  a 
contented  or  a  fretful  start  to 
the  holiday. 

Travel  games  from  simple 
I-spy  in  the  car  to  stories 
played  on  personal  stereos 
can  be  a  godsend,  specially 
on  a  long  journey. 

Children  are  always 
getting  knocks  and  bumps  at 
home  but  it  is  a  different 
matter  on  holiday  when  you 
can't  just  rummage  in  the 
bathroom  cabinet  for  a 
plaster. 

A  basic  first  aid  kit 


Fun  in  the  sun 

If  your  customer  is  heading 
for  the  sun  remind  them  of 
the  need  for  adequate  sun 
protection. 

With  growing  awareness  of 
the  damage  the  sun  does  to 
our  skin,  dermatologists  are 
more  convinced  it  is  damage 
early  in  life  that  leads  to 
problems  later  on. 

Children  have  fairer,  more 
delicate,  skins  than  adults 
and  are  more  prone  to 
sunburn.  A  higher  sun 
protection  factor  should  be 
used,  at  least  SPF 12,  and 
reapplied  frequently.  A  water 
resistant-formula  may  be 
best  for  those  children  who 
spend  a  great  deal  of  time  in 
and  oul  ol  the  water, 

Children  under  three 
should  not  be  exposed  to 
direct  sunlight,  and  hats  and 
T-shirts  should  be  worn  when 
possible.  Parents  should  try 
to  keep  children  in  the  shade 
when  the  sun  is  strongest, 
around  mid-day. 
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bath 


Only  Johnson's  provides  the  assurance 
of  total  customer  satisfaction 


Johnson's  baby  toiletries  are  used  in  more 
maternity  hospitals  than  any  other  brand. 

Our  products  are  clinically  tested  and 
proved  to  be  milder  than  other  baby 
toiletries. 


Johnson  &  Johnson  -  The  market  leader 
for  baby  toiletries  with  a  share  of  71%*. 

A  1993  media  spend  of  over  £5 
million  includes  T.V.  and  press,  building 
on  the  '  I'm  a  Johnsons  baby  '  campaign. 

Sampling  to  92%  of  all  new  mothers. 


Enhance  your  baby  section  with  Johnsons  baby  range. 


baby 
lotion 


0  babv 
bath 


baby  soap 


OtVVHOH* 

baby 
oil 


»  baby 
shampoo 


0  baby 
powder 


Source  FSA 


We've  already  been  blessed 
with  spells  of  hot  weather 
this  Summer  and  although 
August  could  be  wet.  and 
miserable,  we  may  be  lucky 
and  the  sun  may  shine. 

Hot,  sunny  days  are 
lovely  if  you're  planning  a 
trip  or  sitting  around  in  the 
garden.  Work  is  usually  the 
last  thing  we  feel  like  doing 
when  its  hot  and  humid. 

The  phrase  "sweat  shops" 
is  often  used  to  describe 
squalid,  working  conditions 
in  the  third  world  but  if 
you've  laboured  under  hot 
shop  lights  without  any  air 
conditioning,  you  may  feel 
it  applies  to  you  too. 

Sweat  it  out 

Sweating  and  body  odour 
are  still  taboo  subjects.  This 
attitude  was  nicely  summed 
up  in  a  TV  ad  run  some 
years  ago  when  a  chap  was 
virtually  ostracised  because 
he  had  "B.O."  Even  his  best 
friend  wouldn't  tell  him. 

There's  no  doubt  that 
body  odour  can  be  offensive 
as  anyone  whose  travelled 
on  a  crowded  train  with 
their  nose  too  close  to  a 
stranger's  armpit  will  know. 
Even  sweating,  without 

the  odour  can  be 

unpleasant.  You  feel 

uncomfortable  because  of 

the  wetness  and 

self-conscious  with  it. 
According  to  Top  Sante 

magazine,  British  women 

are  the  most  odour 

conscious  in  Europe. 

Around  94  per  cent  use  a 

deodorant  every  day 

compared  to  85  per  cent  of 

the  Germans,  Italians  and 

Spanish  and  79  per  cent  of 

the  French. 

It's  only  natural 

We  all  sweat,  it's  the  way 
our  bodies  regulate 
temperature.  When  sweat 
evaporates  from  our  brows 
it  helps  to  cool  us  down. 
Certain  waste  products  are 
also  excreted  in  sweat. 

We  have  around  3  million 
sweat  glands  all  over  our 
body  but  the  hands,  feet  and 
forehead  have  particularly 
large  numbers.  Most  people 
sweat  around  one  and  a  half 
litres  in  a  24-hour  period. 

Fresh  sweat  doesn't  smell. 
The  foul  odour  that  most  of 
us  associate  with  "sweaty 
bodies"  only  arises  when 
bacteria  break  down 
compounds  in  the  sweat. 

There's  a  multi-million 
pound  market  that's  grown 
up  around  our  desire  to 
avoid  body  odour  with 
many  different  products  on 
offer.  Just  take  a  look  at 
your  pharmacy's  shelves 
and  you'll  see  what  I  mean. 

For  many  people  there's 
still  some  confusion  over 
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Sweat  shops! 

As  temperatures  rise  this  Summer,  will 
you  still  be  as  fresh  as  a  daisy  behind 
the  counter  or  will  you  wilt  in  the  heat? 
Jane  Feely  advises  on  keeping  your  cool 


the  difference  between 
deodorants,  anti-perspirants 
and  body  sprays. 

Anti-perspirant  ( 
deodorants  (APDs)  help 
reduce  the  amount  you 
sweat.  Most  contain 
aluminium  salts  which 
prevent  the  release  of 
moisture  under  the  arms. 

Deodorants  and  body 
sprays  work  to  prevent 
odour  but  not  wetness.  A 
couple  of  years  ago  a  new 
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As  with  most  toiletries,  it 
is  possible  to  be  sensitive  to 
an  APD  or  deodorant.  If  a 
rash  develops,  discontinue 
use.  If  you  plan  to  use  a 
deodorant  after  shaving,  opt 
for  a  "no-sting"  formula. 

Practical  tips 

As  already  mentioned  only 
stale  sweat  smells.  It 
therefore  makes  sense  to 
keep  the  skin  clean  by 
regular  washing. 

Shaving  under  the  arms 
can  also  help  reduce  odour. 
Hairs  retain  moisture  and 
odour  and  create  a  perfect 
environment  in  which 
bacteria  can  flourish. 

Some  fabrics  also  make 
you  sweat  more  than  others. 
Opt  for  natural  fabrics  like 
cotton  and  linen  rather  than 
synthetics  like  nylon. 

If  you  suffer  from 
excessive  perspiration, 
choose  a  more  "heavy  duty" 
product  like  Odaban, 
Mitchum  or  Anhydrol  Forte. 
The  latter  is  currently  only 
on  prescription  but  this  may 
change  later  in  the  year. 

One  last  word  of  warning 
—  if  it  is  hot,  watch  out  for 
signs  of  dehydration.  If  you 
feel  faint,  dizzy  or  nauseous, 
top  up  your  fluid  levels  with 
mineral  water  or  diluted 
fruit  juices. 

Hopefully,  if  the  forecast 
is  for  a  long  hot  Summer,  at 
least  you'll  be  able  to  keep 
your  cool.  Now  who's  going 
to  tell  the  customers? 


concept  was  introduced  — 
the  deo-perspirant.  This 
works  by  absorbing  sweat 
and  holding  it  on  the 
surface  of  the  skin. 

APDs  are  top  of  the  list 
with  with  UK  shoppers 
taking  88  per  cent  of  all 
sales.  Europeans  are  more 
fond  of  deodorants  and 
body  sprays.  In  the  UK, 
aerosols  take  65  per  cent  of 
sales,  roll-ons  28  per  cent 
and  solids  9  per  cent. 


Power  wins 

Power,  not  price,  is  the  biggest 
influence  on  women  buying 
underarm  deodorant,  according 
to  Elida  Gibbs. 

Around  half  of  500  women 
surveyed  cite  "ability  to  control 
perspiration  and  odour"  as  the 
main  reason  they  choose  their 
brand.  One  quarter  choose  based 
on  fragrance  but  only  11  per  cent 
say  price  is  the  most  important 
factor. 

There  is  also  a  high  level  of 
brand  loyalty  —  with  over  half  of 
women  not  prepared  to  switch 
brands. 

Over  40  per  cent  of  women 
keep  their  APD  in  the  bedroom 
rather  than  the  bathroom.  Over  a 
third  keep  one  handy  at  work  and 
a  quarter  always  carry  one  in 
their  handbag! 


[>UCT  INFORMATION 
□tation  Canesten  10%  VC  is 
ble  as  a  single  pre-filled 
:ator  containing  5g  of  10°/o 
mazole  vaginal  cream. 
Men  1  is  available  as  a  single 
a!  tablet  containing  500mg 
mazole  and  an  applicator  in 
i  to  place  the  tablet  for 
ion.  Uses  Candidal 
itis.  Dosage  and 
inistration  Canesten  10% 
Adults  Insert  the  contents  of 
re-filled  applicator 
vaginally,  preferably  at  night. 
\$ten  1.  Adults  Place  the 
sten  1  vaginal  tablet  in  the 
cator,  and  insert 
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ssary  by  the  clinician.  If 
during  pregnancy  extra  care 
Id  be  taken  when  using  the 
cator  to  prevent  the 
bility  of  mechanical  trauma 
dental  Oral  Ingestion  In 
vent,  routine  measures  such 
Istric  lavage  should  be 
prmed  as  soon  as  possible 
ingestion  Pharmaceutical 
autions  Canesten  10%  VC 
lot  store  above  25°C 
sten  1  No  special  storage 
autions  are  necessary  Legal 
gory.  P  Retail  Selling 
e  £5-95  for  each  product, 
luct  Licence  Number 
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'.sten  1  PL  0010/0083.  Date 
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IF  IT'S  THRUSH, 
RECOMMEND  CANESTEN 


Following  its  introduction,  Canesten  has  become  one  of  the 
most  successful  OTC  brands  ever. 

It  is  available  either  as  vaginal  cream  or  vaginal  tablet/ 
pessary,  which  gives  your  customers  the  choice  of  two 
presentations  of  the  same  effective  treatment  (over  90%  of 
all  women  successfully  treated  with  a  single  dose1,2). 

This  success  further  reinforces  Canesten's  position  as  the 
unchallenged  market  leader,  both  as  a  prescription  and  OTC 
therapy.  And,  given  the  reception  of  Canesten  by  your 
customers,  it  contributes  to  your  success  as  well. 

We  at  Bayer  shall  continue  to  support  you  with  heavy 
investment  in  advertising  and  a  complete  range  of  educational 
materials  for  consumers  and  your  staff.  To  make  sure  Canesten 
stays  ahead  of  the  field,  we  are  rolling  out  Canesten  TV 
advertising  in  many  more  regions  and  stepping  up  advertising 
in  women's  journals. 

Please  make  sure  your  stock  is  at  an  adequate  level;  and 
contact  us  for  a  copy  of  the  comprehensive  Professional  Guide 
and  other  educational  materials. 


a  free  copy  of  the 
essional  Guide,  contact: 
:r  pic,  Pharmaceutical 
ness  Group,  Bayer  House, 
]wberry  Hill,  Newbury, 
itshire  RG13  1JA. 


Canesten 


clotrimazole 


The 
flower 
with  the 
midas 
touch 

Over  the  past  few 
years,  evening 
primrose  oil  has 
been  hailed  by 
some  as  a  natural 
treatment  for 
conditions  from 
eczema  to  PMT. 
Maria  Murray 
looks  at  what  is  it 
and  how  it  works 

The  evening  primrose  is  not 
a  primrose  at  all  but  gets  its 
name  from  its  bright  yellow 
petals,  similar  in  colour  to 
real  primroses,  and  because 
its  flowers  bloom  in  the 
evening  when  up  to  ten 
flowers  on  the  plant  burst 
open  every  minute  between 
6pm  and  7pm. 

The  evening  primrose  was 
originally  grown  in  the 
United  States  and  Canada 
but  now  fields  of  the  yellow 
flower  are  found  all  over 
Europe.  In  England  the  plant 
flowers  from  the  end  of  June 
to  mid-August. 

The  American  Indians 
used  evening  primrose  to 
brew  medicines  and  make 
healing  poultices  for 
wounds,  dermatitis, 
infections  and  asthma.  In  the 
1960s,  scientists  discovered 
that  the  flower's  oil  was  a 
rich  source  of  gamma 
linolenic  acid  (GLA)  and 
they  began  to  look  at  its 
therapeutic  potential. 

Evening  primrose  oil 
(EPO)  is  pressed  from  the 
seeds  of  the  flower,  as 
heating  or  artificially 
processing  the  oil  renders  it 
ineffective.  It  takes  two 
years  to  grow  the  5,000 
seeds  that  are  needed  to 
produce  one  capsule. 

EFAs  and  GLA 

EPO  contains  two  key 
substances  —  essential  fatty 
acid  linoleic  acid  and 
gamma  linolenic  acid. 

Essential  fatty  acids 
(EFAs)  are  necessary  for  the 
normal  functioning  of  the 
body.  However,  the  body 
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fatty  acid  supplementation 
with  EPO  had  no  effect  on 
atopic  dermatitis.  The 
debate  continues. 

Breast  pain  and  PMS 

Patients  with  breast  pain, 
which  is  technically  referred 
to  as  mastalgia,  are  reported 
to  have  lower  than  normal 
levels  of  PGE1.  This  is 
thought  to  make  tissues 
more  sensitive  to  certain 
steroidal  hormones  such  as 
prolactin. 

Only  one  EPO  product 
(Efamast)  is  licensed  for  the 
treatment  of  breast  pain,  and 
it  is  only  available  on 
prescription.  Efamast 
appears  to  be  more  effective 
in  breast  pain  relating  to  the 
woman's  monthly  cycle. 

Premenstrual  syndrome 


cannot  synthesise  EFAs  so 
they  must  be  obtained  from 
the  diet.  EFAs  were  once 
called  vitamin  F. 

They  have  two  important 
functions: 

•  they  are  reguired  for  the 
normal  structure  of  the  cell 
membranes 

•  they  are  precursors  of  the 
prostaglandin  series  1 
(PGE1)  and  2  (PGE2)  which 
are  involved  in  inflammatory 
reactions,  bronchodilation 
and  aggregation  of  platelets 
in  the  blood. 

Foods  that  are  a  good 
source  of  EFA  linoleic  acid 
include  nuts,  seeds,  pulses, 
and  sunflower,  safflower  and 
corn  oils. 

Gamma  linolenic  acid 
(GLA)  is  normally  formed 
within  the  body  from  the 
dietary  polyunsaturated  fatty 
acid  linoleic  acid  by 
6-desaturation.  It  is  then 
converted  via  the  EFA 
pathway  to  prostaglandins 
(see  diagram). 

Evening  primrose  is  the 
most  commonly  used  source 
of  GLA.  It  is  also  found  in 
borage  and  starflower  oil 
which  is  said  to  be  the 
richest  known  natural  source 
of  GLA  (23  per  cent). 
Blackcurrant  oil  contains 
almost  twice  as  much  GLA 
as  EPO. 


Atopic  eczema  is  an 
inf  lammatory  condition  of 
the  skin  characterised  by 
dry,  itching,  cracked  skin  on 
the  face,  hands,  knees, 
elbows,  wrists  and  ankles. 

EPO  was  first  suggested  as 
a  treatment  for  eczema  in 
the  1930s.  Patients  with 
atopic  eczema  are  reported 
to  have  lower  than  normal 
levels  of  GLA.  Just  one 
prescription-only  product 
(Epogam)  has  been  licensed 
for  use  in  atopic  eczema. 
One  theory  is  that  patients 
with  this  condition  have  a 
faulty  delta-6-desaturase 
enzyme  system  and  giving 
GLA  bypasses  this  stage  of 
the  pathway. 

There  is  still  some 
controversy  about  the 
efficacy  of  EPO  in  this 
condition.  Some  studies  have 
found  that  doses  of  around 
2g  daily  relieve  itching. 
Higher  doses,  of  around  6g 
per  day,  have  given  some 
relief  of  scaling.  In  studies, 
many  patients  on  Epogam 
were  able  to  reduce  or 
discontinue  their  use  of 
topical  and  oral  steroids, 
antibiotics  and 
antihistamines. 

However,  the  authors  of  a 
recent  report  in  The  Lancet 
concluded  that  essential 


How  the  body  uses  EFAs 

The  human  body  converts  EFAs  into  prostaglandins  via  the  EFA  pathway 


Conversions  can  be 

blocked  by: 
smoking,  alcohol, 
pollution,  lack  of 
vitamins  and 
minerals 


Linoleic  acid 

(tound  in  vegetable 
oils) 


delta-6-desaturase 
converts  to 


GUI      Converts  to 


Prostaglandins 

(cell  regulators) 


(PMS)  has  also  been 
associated  with  low  levels  of 
PGE1  and  sensitivity  to 
steroidal  hormones.  Some 
PMS  sufferers  find  EPO 
relieves  their  symptoms. 
However,  in  PMS  there  is  a 
large  placebo  effect  which 
can  last  three  or  four 
months.  Therefore  larger, 
long-term  studies  must  be 
carried  out  to  clarify  the  role 
of  EPO  in  PMS. 

EPO  and  GLA  are  being 
investigated  as  possible 
treatments  for  a  range  of 
other  conditions  such  as 
diabetes,  multiple  sclerosis, 
arthritis,  viral  infections, 
cardiovascular  disease  and 
Alzheimer's  disease. 

EPO  appears  to  be  almost 
free  of  side-effects.  Large 
doses  have  been  associated 
with  diarrhoea  and  the 
commonest  side-effects 
reported  from  trials  are 
headache  and  mild  nausea. 

The  main  concern  has 
been  the  possible  risk  of 
triggering  epilepsy,  and 
patients  with  temporal  lobe 
epilepsy  are  advised  not  to 
take  EPO. 
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Rapolyte 

FOR  DIARRHOEA  AND  FLUID  LOSS 


Travel  the  Janssen 
way  -  and  win  luxury 
luggage 


Travel  sickness  pills  and  anti-diarrhoea  remedies  are 
among  the  first  medicines  that  spring  to  mind  in 
connection  with  holidays.  But  there  are  other  less 
obvious  problems  such  as  athlete's  foot  that  can  flare 
up  while  on  holiday  Many  consumers  are  aware  of 
how  important  holiday  healthcare  is  and  will  stock 
up  at  their  pharmacy  prior  to  travelling  to  ensure 
they  are  well  prepared.  So  good  m-store  display  and 
pharmacy  recommendation  will  increase  sales  over 
the  Summer  months. 

Travel  sickness 

Although  the  recession  may  have  reduced  the 
number  of  overseas  holidays,  the  motion  sickness 
market  has  not  been  greatly  affected.  This  is  due  to 
the  number  of  holiday  makers  taking  holidays  in  the 
UK,  travelling  by  car  which  is  the  most  common 
cause  of  travel  sickness. 

Motion  sickness  has  to  be  one  of  the  more 
unpleasant  side  effects  of  travel,  with  symptoms  of 
nausea  and  dizziness,  sweating  and  vomiting. 
However  it  can  be  avoided  by  taking  a  preventative 
treatment  such  as  Stugeron. 

The  active  ingredient  in  Stugeron,  cinnarizine 
not  only  prevents  sickness  but  also  alleviates  the 
feeling  of  nausea.  Stugeron,  taken  two  hours  before 
travelling,  can  help  prevent  the  misery  of  motion 
sickness  for  up  to  eight  hours. 

Stugeron  has  maintained  its  number  one  position 
in  the  motion  sickness  market.  This  is  because  it  is 
an  effective  treatment  for  all  the  family,  including 
children  aged  over  five,  and  for  all  types  of  travel. 
Stugeron  is  available  in  15  tablet  packs  retailing  at 
£1.79. 

Upset  stomachs 

Upset  stomachs  and  diarrhoea  can  ruin  a  holiday. 
Taking  sensible  precautions  about  food,  drink  and 


standards  of  hygiene  can  prevent  many  cases  but  it  is 
advisable  for  customers  to  be  prepared. 

Janssen  Pharmaceutical  Ltd  are  the  brand  leader 
in  the  anti-diarrhoeal  market  with  their  holiday  brand 
Arret.  Based  on  loperamide,  Arret  can  help  to  stop 
diarrhoea  in  less  than  one  hour  in  many  cases.  Arret 
is  available  in  6-,  12-  and  18-capsule  packs  retailing 
at  £2.42,  £4. 15  and  £5.30  respectively. 

One  of  the  more  unpleasant  and  potentially 
serious  side -effects  of  diarrhoea  is  the  loss  of  body 
fluids.  Consumers  should  be  encouraged  to  purchase 
an  oral  rehydration  treatment  (ORT)  alongside  their 
holiday  anti-diarrhoeal  product,  especially  if 
travelling  with  young  children.  Rapolyte,  by  Janssen 
Pharmaceutical  Ltd,  is  a  balanced  formulation  which 
replenishes  the  body's  essential  salts,  minerals  and 
energy  giving  glucose  and  ideally  complements 
Arret.  Rapolyte  is  available  in  a  five  sachet  pack 
retailing  at  £2.06. 

-\ilii«i«,!K  tool 

One  of  the  lesser  known  holiday  health  hazards  is 
fungal  infection.  Fungi  thrive  in  the  warm,  moist 
atmosphere  generated  on  holiday  beaches  and  when 
travelling,  leading  to  a  dramatic  increase  in  athlete's 
foot.  Fortunately  for  travellers,  anti-fungals  are 
available  from  the  pharmacy  and  can  be  used  while 
holidaying. 

Daktarin  from  Janssen  Pharmaceutical  Ltd  is 
currently  the  second  largest  brand  in  the  anti-fungal 
market.  It  is  based  on  miconazole,  an  ingredient 
which  kills  the  fungus  and  helps  to  prevent  rapid 
reinfection,  while  reducing  itchiness.  There  are  three 
products  in  the  Daktarin  range:  a  cream,  puffer 
powder  and  spray  powder,  each  retailing  at  £2.89. 

Leaflets  offering  self-help  tips  on  motion 
sickness,  holiday  diarrhoea  and  athlete's  foot  are 
available  from  Janssen  representatives  or  direct  from 
Janssen  Pharmaceutical  Ltd  on  0235  777424. 


The  competition 

Janssen  Pharmaceutical  Ltd  are  offering  pharmacy 
assistants  the  opportunity  to  win  one  of  five  luxury 
sets  of  travel  luggage  in  this  easy  to  enter  competi- 
tion. All  you  have  to  do  is  answer  the  following 
questions  and  send  entries  to: 

Chemist  &  Druggist,  Janssen  Pharmaceutical  Ltd, 
Competition,  Benn  Publications,  Sovereign  Way, 
Tonbridge,  Kent  TN91RW 

1  .Name  the  active  ingredients  in  the  following 
products: 

Arret  

Stugeron  

Daktarin  

2.  What  is  a  potentially  serious  side  effect  of 
diarrhoea?  

3.  List  two  symptoms  of  motion  sickness  

Name:  

Pharmacy  name  and  address:  

Daytime  telephone  number:  

Rules 

1.  The  details  shown  in  the  text  form  part  of  the  terms 
and  conditions  of  this  competition 

2.  All  entries  must  be  made  on  a  form  cut  from  this  pub- 
lication. Incomplete  or  illegible  entries  will  be  disquali- 
fied. No  purchase  is  necessary. 

3.  There  is  no  cash  alternative  for  the  prizes. 

4.  All  entries  become  the  property  of  Janssen 
Pharmaceutical  Ltd. 

5.  The  competition  is  not  open  to  employees  of  Janssen 
Pharmaceutical  Ltd  or  Benn  Publications  Ltd. 

6.  Janssen  Pharmaceutical  Ltd  and  Benn  Publications 
Ltd  reserve  the  right  to  use  any  submissions  for  future 
publicity. 

7.  Closing  date  August  31.  1993. 


Skin  irritation? 


Dermidex  is 
the  effective  solution 


DERMIDEX  SOOTHES 
All  sorts  of  everyday  items  can  cause 
skin  reactions.  Dermidex  soothes  and 
calms  skin  reactions  caused 
by  household  detergents,  soaps, 
deodorants,  knitwear  j^f 
and  jewellery. 

It  also  helps  reduce  the  pain 
and  soreness  caused  by  minor  cuts, 
grazes,  scratches,  chapping,  and  insect 
bites  and  stings. 

SAFE  FOR  USE 
ON  BROKEN  SKIN 

You  can  confidently  recommend 

Dermidex  for  use.  even  when  there 

is  broken  skin.  It  is  also 

gentle  enough  to 

use  on  the  face  and 

completely  safe  for  the  whole  family. 


including  children  over  4  years  of  age. 

NEW  LOOK  -  SAME 
TRUSTED  FORMULA 

Dermidex  is  the  same  trusted  formula 


it  has  always  been:  a  gentle  yet 
effective  combination  of  local   'h  ,vj|2 

§m 

anaesthetic  and  antiseptics  to  ygfii; 
calm  irritation  and  help  promote  healing. 
Now  it  has  an  attractive  new  look 
f\  wrnch  achieved  excellent  results 
^Ssr'/      w'ien  researched  amongst 
s"^^-j^^,.    skin  irritation  sufferers  and 
'     '       will  achieve  excellent  sales 
results  for  you. 

So  the  next  time 
your  customers  want 
soothing  relief  for  irritated 
skin,  reach  for  the  effective  answer 
Dermidex  Dermatoloeical  Cream. 


Dermidex 

Dermatological  Cream 


Chlorbutanol  (INN)  B  P  l.00r/i  w/» 

Aluminium  Chlorhydroxyallantoinate  0.25c/c  w/v\ 

Cetrimide  (Cetnmonium  Bromide  INN  )  B  P  (151)',  w/w 
DERMIDEX  IS  AVAILABLE  IN  30G  AND  51 IG  TUBES 


Seton 

mmm  Healthcare  Group  pic 

Dermidex  is  a  Trade  Mark  of  Seton. 


The  Maladies 


Arthur:  "What  have  you  got 
for  a  rash  on  the  feet?" 

Assistant:  "Is  this  for 
yourself?" 

"Yes." 

"And  where  exactly  is  this 
rash?" 

"Between  my  little  toes 
and  the  next  one." 

"What  does  it  look  like?" 

"Sort  of  red  and  flakey 
and  it  itches  a  bit  too." 

"How  long  have  you  had 
it?" 

"About  a  week,  1  think. 
I've  recently  started  playing 
badminton  down  at  the  local 
sports  centre  and  one  of  the 
lads  said  they  thought  it  was 
athlete's  foot!" 

"It  certainly  sounds  like 
that's  what  you've  got.  Is  it 
just  the  skin  between  your 
toes  that's  affected,  not  the 
nails  or  the  rest  of  the  foot?" 

"No,  just  between  the 
toes.  What  is  athlete's  foot?" 

"It's  a  fungal  infection 
that's  very  easy  to  pick  up, 
especially  from  changing 
rooms,  showers  or  swimming 
pools.  The  fungus  grows 
best  in  warm,  moist  places 
like  between  the  toes." 
"How  do  I  treat  it?" 
"There  are  a  number  of 
anti-fungal  preparations  in 
the  form  of  creams,  sprays, 
powders  and  paints.  These 
ild  be  used  for  a  couple 
oi      -  ks  after  the  infection 
s<        to  have  gone  to 
pre"-  n1  it  coming  back.  Are 
you  a  ■  ibetic?" 

"No,  1  'hy  do  you  ask?" 
"W(        betics  have  to  be 
particula       areful  with 
their  feet  and  w<  don't 
recommend  thai  they  treat 
foot  problem:;  th  smselves." 

"Where  do  you  think  I 
picked  the  infection  up?" 

"It's  difficult  to  say  but 
probably  from  the  changing 
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The  feet  of 
an  athlete? 


walking  bare  foot  in  showers 
and  changing  rooms.  If  you 
go  swimming  you  could 
wear  guard  socks. 

"It's  also  a  good  idea  to 
use  an  anti-fungal  spray  or 
powder  on  the  inside  of  your 
training  shoes." 

"I  don't  suppose  any  of 
this  is  going  to  improve  my 
badminton  is  it?" 

"No,  I'm  afraid  not." 

A  case  of  itchy  feet? 

Athlete's  foot  affects  about 
one  person  in  five  at  some 
time  in  their  lives.  Those 
who  are  regular  sports 
players  may  suffer  repeated 
attacks  —  no  sooner  do  they 
get  rid  of  it  than  it  comes 
back  again. 

Athlete's  foot  is  a  fungal 
infection  of  the  skin.  The 
organism  loves  to  grow  in 

Continued  on  p33^ 


room  floor  at  the  sports 
centre.  You  should  also 
check  if  anyone  else  at  home 
has  the  same  problem." 

"Is  there  anything  else  I 
should  do?" 

"Yes,  hygiene  is 
particularly  important.  Wash 
your  feet  regularly  and  dry 
them  thoroughly,  especially 
between  the  toes.  Either  use 
disposable  paper  towels  or 
have  your  own  special  foot 
towel. 

"Change  your  socks  daily 
and  wash  them  before  you 
wear  them  again.  Try  boiling 


them  or  rinsing  them  with 
disinfectant  as  this  will  help 
reduce  the  risk  of  the  fungus 
living  on  in  your  socks." 

"My  wife  will  love  this!" 

"Well  it's  important  to  stop 
the  fungus  coming  back 
again.  You  may  also  find 
that  cotton  or  wool  socks 
instead  of  nylon  ones  will 
stop  your  feet  getting  too  hot 
and  sweaty." 

"And  what  about  at  the 
sports  centre?  How  can  I 
avoid  it  there?" 

"You  could  wear  plastic 
exercise  sandals  to  avoid 


■Feet  facts 

The  human  foot  contains 
126  bones,  nearly  a  quarter  of 
1  all  the  bones  in  our  body. 
mm  The  average  person  takes 
j  around  18,000  steps  a  day. 
1  During  a  lifetime,  feet  will 
[walk  70,000  miles,  almost 
[four  times  around  the  Earth. 
[•  The  average  size  of  our 
Ifeet  is  on  the  increase.  The 
[average  100  years  ago  was 
[size  three,  now  its  size  six. 
I •  14  million  people  seek 
I  advice  for  common  foot  and 
■leg  problems  in  the  UK  each 
jyear. 

]•  By  the  age  of  20,  nine  out 
I  of  ten  people  will  have 

suffered  from  foot  problems. 
■•70  per  cent  of  foot 
i  problems  arise  from  wearing 
■the  wrong  footwear. 

•  Women  are  four  times 
Imore  likely  to  suffer  foot 
[problems  than  men. 
[  (Courtesy  of  Scholl  Consumer 
IProducts.) 
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POWDER 


WHY  DAKTARIN™  IS 
GOING  TO  WALK 
ALL  OVER  THE  OTHER 
ANTIFUNGALS. 


Daktarin  is  being  promoted  to  the  consumer  for  the  first  time.  And  that 
can  only  increase  its  sales  and  extend  its  position  in  the  market. 

A  massive  £750,000  budget  has  already  been  allocated  for  PR  and 
advertising,  with  mono  and  colour  campaigns  in  both  newspapers  and 
women's  magazines. 

This  extended  burst  of  publicity  will  bring  in  customers  asking  for 
Daktarin  by  name.  And  if  you  consider  that  Daktarin  already  outsells  all 
other  antifungal  treatments  for  athlete's  foot  by  over  35%*,  imagine  what 
effect  such  consumer  support  will  have  on  your  profits. 

You'll  also  receive  extra  personal  support,  with  specially-produced  POS 
material  including  a  consumer  leaflet  and  a  new  range  counter  unit  for 
Daktarin  cream,  puffer  powder  and  spray  powder  designed  according  to  the 
rate  of  sale. 

Find  out  more  about  these  items  and  our  special  bonus  deals  by  speaking 
to  your  Janssen  representative  or  call  our  hotline  on  0800  660012. 

After  all,  if  Daktarin  is  already  successful  without  consumer  support, 
imagine  what  will  happen  when  the  advertising  and  PR  activity  starts  this 
summer. 


Niels 


January  1993.  "'denotes  trademark. 
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STOP  FUNGAL 
INFECTIONS 
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FOOT  COMING 
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Effective  treatment  that  stops  fungal  infections  coming  back. 


Janssen  Pharmacy  Division,  Grove.  Wantage,  Oxon.  OX12  ODG. 
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ial  Information.:  Presentation:  Cream,  powder  ant)  spray  powder,  containing  Miconazole  iNitrate  2%  w/w.  Indications:  Broad-spectrum  antifungals  for  the  topical  treatment  of  fungal  infections  of  the  skin  anil  secondary  infections  due  to 
positive  bacteria,  including  athlete's  foot,  ringworm  (tinea  infections),  intertrigo,  randida  nappy  rash-  Daktarin  cream  may  also  he  used  for  nail  infections.  Dosage  anil  administration:  Apply  twice  daily  to  the  affected  area(s)  Trratmrnl  should  he 
ued  for  III  days  after  all  lesions  have  disappeared  to  prevent  relapse.  Daktarin  spray  powder  may  also  lie  used  inside  shoe*  and  socks.  Precautions  and  contra-inihrations:  Daktarin  powder  and  spray  powder  are  nol  recommended  for  nail  and 
ifeetions  or  on  broken  skin,  and  should  be  kept  away  from  eyes  aod  mucus  membrane-.  Ike  with  caution  in  pregnancy.  Side-effects:  Occasional  irritation.  Retail  Price/PL  No:  Cream  :  log  :  £2.78  (PL  0242/0016).  Spray  powder  lOOg  £2  .): 
142/01 17).  Powder:  20g  :  £2.78  (PL  0242/0017).  Legal  category:  P.  PL  Holder   Janssen  Pharmaceutical  Ltd,  Grove,  Wantage,  Oxon.  OX12  0DQ 


Beauty  at  Chemex.. 


Chemex  -  your  opportunity  to 


Source  new  Products  •  Take  advantage  of  show  only  offers  •  Meet  you 
•  Discuss  the  needs  of  your  business  •  See  new  Product  Launches 


•  Rimmel  International  Ltd 

•  Spectrum  Consumer  Products 

•  Jerome  Russell  Cosmetics 

•  PBD  Ltd 

•  Designer  Alternatives 

•  Eucadem  Ltd 

•  Clemarome 

•  Body  Naturalle 

•  The  Miles  Group 

•  M.S.  George 
•^Davina 


•  MaM  (UK) 

■  MacDonald  &  Taylor 

•  Pretty.  Polly  Ltd 

•  Mavala  (UK)  Ltd 

•  Jackel  International 

•  Fragrant  Memories  Ltd 

•  FDD  International  Ltd 

•  Caboodles 

•  Tabac 

•  Dorothy  Gray 

•  Turner  &  York 


•  Tisserand 

•  Yardlcy  Lentheric  Group 

•  Thermos  Ltd 

•  Claydon  Creations  Ltd 

•  GB  Kent  &  Sons  pic 

•  Starion  International 

•  Lothian  Herbs 

•  Windsor  Healthcare 

•  Laughtons  &  Son 

•  Montagne  Jeunesse 

•  Cosmetics  2000 


■  Proctor  &  Gamble 
»  Mayfair  Cosmetics 

•  Medielite 

•  Le  Boscq 

•  A.  Nelson 

•  Kent  Cosmetics 

•  Wilkinson  Sword 

•  Henkel  Cosmetics 


•  Beauty  Counter 

00  cars 


*  Exhibitors  list  correct  at  time  of  printing. 


New  for  '93  -free  parking  for  over  600 


12-13  SEPTEMBER,  WEMBLEY  EXHIBITION  CENTRE,  LONDON 


chi  :-;  i  i 

EXHIBITION 


Please  send  me 
Name 


free  tickets  for  Chemex. 


Company 
Address 


Postcode 


12-13  SEPTEMBER  1993 
WEMBLEY  EXHIBITION 
CENTRE  •  WEMBLEY 
LONDON 


Please  send  me  further  information  about  exhibiting  at  Chemex  '93.  Sponsored  by 

Please  complete  this  form  and  return  to:  Chemex,  MGB  Exhibitions  Ltd,  Marlowe  FRlm^P 
House.  109  Station  Road,  Sidcup,  Kent,  DA15  7ET.  Tel:  081-302  7215  Fax:  08.-302  7205  W\UrtI131 
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rarm,  moist  places  and 
etween  the  toes  is  ideal. 

People  of  almost  any  age 
an  suffer,  with  the  exception 
f  young  children.  While  not 
^stricted  to  athletes,  sporty 
eople  are  more  prone  to  it 
ecause  their  feet  get  hot 
nd  sweaty  and  they  spend 
lore  time  in  communal 
hanging  areas  and  showers. 

The  key  with  athlete's 
)ot  is  to  recognise  the 
ymptoms  at  an  early  stage 
nd  to  deal  with  the 
rfection  with  a  combination 
f  over-the-counter  products 
nd  good  hygiene  measures. 

Diabetics  should  not 
elf-treat  and  should  be 
aferred  to  their  doctor  or 
hiropodist. 

tchy,  red  and  flakey 

athlete's  foot  infection 
.sually  starts  between  the 
Des,  particularly  in  the  web 
f  skin  along  the  inside  edge 
i  the  little  toe. 

At  first  the  skin  will  be 
:chy  and  sore  and  may  look 
ither  white  and  flakey  or 
ed  and  inflamed.  In  severe 
ases,  blistering  and  even 
deeding  may  occur. 

If  left,  the  skin  can 
lecome  cracked  and  open  to 
afection  with  bacteria  or 
Candida.  A  foul  smell  may 
>e  an  indication  of  infection. 

Untreated  or  inadeguately 
reated  athlete's  foot  may 
ead  to  complications.  These 
nclude  chronic  dry-type 
rinea  pedis,  also  called 
noccasin  foot.  Here  the 
nfection  becomes  dry  and 
;preads  to  cover  the  entire 
;ole  of  the  foot  with  silvery 
;cales.  This  reguires 
reatment  by  the  GP. 

The  other  complication  is 
mychomycosis,  where  the 
nfection  spreads  to  the  toe 
lails.  The  infected  nails  may 
:ause  pain  and  be  distorted. 
\gain,  refer  to  the  doctor. 

rreatment  options 

3TC  athlete's  foot  products 
:ome  in  many  different 
iorms  —  creams,  sprays, 
powders  and  solutions.  They 
usually  contain  an 
anti-fungal  ingredient  and 
sometimes  something  to 
soothe  and  dry  the  skin. 
OTC  hydrocortisone  should 
not  be  used  for  athlete's  foot. 

When  treating,  it  is 
important  to  continue  to  use 
the  products  for  at  least  two 
weeks  after  the  symptoms 
have  gone.  This  is  because 
the  fungus,  which  is  very 
persistent,  can  live  on  in  the 
skin.  Once  the  treatment 
stops,  the  fungus  comes 
back  to  the  surface  and  the 
symptoms  return. 

Sprays  and  talcs  are  ideal 
for  treating  shoes  and  socks 
which  can  act  as  a  reservoir 
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of  infection.  They  may  also 
help  people  whose  feet  are 
prone  to  perspiration  and 
wetness. 

Creams  and  liguids  can  be 
applied  just  to  the  area  of 
infection  which  some  people 
prefer.  Hands  should  be 
washed  afterwards  to 
prevent  the  infection 
spreading. 

It  may  be  that  your 
customer  needs  more  than 
one  type  of  product  to  treat 
their  infection. 

Get  into  a  routine 

When  someone  buys  an 
athlete's  foot  product  over 
the  counter,  use  the 
opportunity  to  remind  them 
of  other  steps  they  can  take 
to  help  clear  up  the  infection 
and  prevent  it  being  spread. 

The  athlete's  foot  fungus  is 
extremely  contagious  and 
can  even  be  caught  from 
infected  flakes  of  skin  on  the 
floor  of  a  changing  room  or 
from  sharing  towels. 

Sufferers  should  wash 
their  feet  daily  and  dry  them 
carefully,  especially  between 
the  toes.  To  dry  their  feet 
they  should  use  disposable 
paper  towels  or  their  own 
special  foot  towel.  Toe  nails 
should  be  kept  short. 

Footwear,  particularly 
socks,  should  be  changed 
every  day  as  they  can 
harbour  infection.  Socks 
should  either  be  boiled 
separately  or  hand  washed 
and  rinsed  in  disinfectant. 

To  prevent  spreading  the 
infection,  the  sufferer  can 
also  wear  exercise  sandals  in 
communal  changing  areas  or 
showers. 

Wetness  wisdom 

Each  foot  contains  250,000 
sweat  glands  and  perspires 
more  than  any  other  part  of 
the  body,  producing  an  egg 
cup  full  of  sweat  a  day. 

This  perspiration  can  lead 
to  the  moist  conditions  in 
which  the  athlete's  foot 
fungus  thrives.  To  help 
reduce  the  problem,  opt  for 
cotton  or  wool  socks  which 
allow  the  feet  to  "breathe" 
better  than  nylon.  The  same 
is  true  for  shoes,  with  leather 
better  than  man-made  ones. 

If  wetness  persists,  using  a 
strong  anti-perspirant,  or 
one  that  has  been  designed 
for  the  feet,  may  help. 
Examples  include  Odaban, 
Rina  Ketty  maximum 
protection  antiperspirant  for 
feet  and  Sixtus  menthol  foot 
deodorant. 

While  you  can't  promise  to 
improve  the  sporting 
abilities  of  your  customers, 
your  advice  can  help  them 
bare  sweet-smelling,  healthy 
feet  this  Summer. 
(Additional  information  from 
Scholl  and  Janssen.) 


Some  common  OTC  athlete's  foot  products 


PRODUCT 

INGREDIENTS 

FORMS 

Canesten 

Clotrimazole 

Cream,  spray  and 

powder 

Daktarin 

Miconazole  nitrate 

Cream,  powder  and 

spray  powder 

Ecostatin 

Econazole  nitrate 

Cream,  lotion,  spray 

powder,  powder 

Germolene 

Triclosan, 

Spray 

dichlorophen 

Monphytol 

Chlorbutol,  methyl- 

Paint 

undecylenate, 

methyl  salicylate, 

propyl  salicylate, 

propylundecylenate 

Mycil 

Tolnaftate, 

Ointment,  powder, 

benzalkonium 

spray 

chloride  (soln), 

chlorhexidine 

(powder) 

Mycota 

irgasan  UP  jUU, 

Cream,  powder, 

dichlorobenzyl 

spray 

alcohol  (cream), 

undecenoic  acid, 

zinc  undecenoate 

(powder), 

undecenoic  acid, 

dichlorophen  (spray) 

Pevaryl 

Econazole 

Cream,  lotion,  spray 

powder 

Scholl 

Tolnaftate 

Powder,  solution, 

athlete's  foot 

spray,  cream 

Tmaderm 

Tolnaftate 

Cream,  spray, 

powder 

Tineafax 

Tolnaftate 

Powder 

m 


ite 


Healthier 
feet  are  plain 
sailing  with 
Mycota 


between  the  toes.  As  the 
fungus  grows  very  guickly  it 
is  important  that  infected 
feet  be  treated  at  the  very 
first  signs  of  symptoms. 
Unfortunately,  many  cases 
presented  to  you  are  likely 
to  be  beyond  the  first  stages: 
as  they're  mostly  out  of 
sight,  feet  are  often 
neglected. 

People  are  more  likely  to 
develop  athlete's  foot  if  they 
suffer  from  sweaty  feet.  This 
is  not  surprising  when  you 
consider  that  each  foot  has 
250,000  sweat  glands, 
glands  that  actually  sweat 
more  than  any  other  part  of 
the  body,  producing  up  to 
40ml  of  perspiration  in  a  day 
in  men  and  20ml  in  women. 

Another  contributory 
factor  is  if  people  don't  dry 
properly  between  their  toes. 
Wearing  the  same  footwear 
or  hosiery  for  long  periods  of 
time  can  be  a  problem  as  the 
fungus  can  survive  in  shoes 
and  socks.  In  fact  this  is  a 
cause  of  repeated  infection. 

Because  athlete's  foot  is 
so  infectious,  it  can 
easily  be  picked  up 
around  swimming 
pools,  showers, 
saunas,  and  many 
other  communal 
areas.  Hot  weather 
can  also  make  the 


Despite  its  name,  athlete's  foot 
doesn't  just  affect  the  feet  of  people 
who  participate  in  sports.  It  can  affect 
anyone  at  any  time  in  their  lives. 
Now  Summer's  well  and  truly 
here,  you're  sure  to  have  more 
and  more  customers  complaining 
of  foot  problems. 


Athlete's  foot  is  an  unsightly 
and  irntating  fungal 
infection  which  can  affect 
the  skin  anywhere  on  the 
foot,  particularly  between 
the  toes. 

Your  customers  may 
complain  of  intense  itching 
and  irrital  ;<     The  skin  on 
the  foot  may  >  >  c  ome 
inflamed  and  q  ite  painful,  it 
can  also  becom  dry  and 
flaky  or  moist  and  weepy. 
The  affected  area  may  also 
crack,  which  can  allc 
infection  to  develop. 

The  condition  is  very 
common  indeed:  in  fact, 
around  20  per  cent  of  males 
and  5  per  cent  of  females  are 


condition  worse. 
Summer  is  a  traditional  time 
for  customers  to  complain  of 
foot  problems,  however,  the 
condition  still  affects 
sufferers  all  year  round,  so  it 
is  important  that  Mycota  is 
available  for  self-selection  at 
all  times.  To  serve  as  a 
constant  reminder  for  your 
customers,  Seton  Healthcare 
provide  eye-catching  shelf 
strips  and  point  of  sale  units. 

Stamp  it  out 

For  those  customers 
suffering  the  pain 
and  discomfort 
of  athlete's 
foot,  Mycota 
has  the 
answer. 
Mycota 
products 


likely  to  be  affected  at 
some  stage  in  their  life. 
Athlete's  foot  affects 
more  adults  than  children. 
Between  10  per  cent  and  15 
per  cent  of  the  entire 
population  of  the  UK  are 
infected  at  any  one  time. 
With  over  93  per  cent  of 
sales  of  athlete's  foot 
treatments  being  made 
OTC,  you  can  see  the 
potential  for  sales  of  Mycota. 

The  causes  of 
athlete's  foot 

Athlete's  foot  is  the  result  of 
a  highly  contagious  fungus 
which  flourishes  in  the  warm 
moist  environment  found 


are  available  in  cream, 
spray,  and  powder  form. 
They  all 

contain  an  effective 
anti-fungal  ingredient  which 
will  successfully  treat  the 
condition  and  help  protect 
against  re-infection. 
Treatment  should  be 
continued  for  at  least  two 
weeks  after  the  symptoms 
appear  to  have  gone,  as  the 
fungal  spores  might  still  be 
present  on  the  feet  or  shoes. 

For  best  results, 
recommend  your  customers 
to  use  a  combination  of 
these  products,  as 
appropriate  —  this  gives  a 
more  effective  and  thorough 
treatment. 

It  is  essential  to  tell  your 
customers  that  treatment 
should  be  continued  for  7-14 
days  after  the  symptoms 
appear  to  have  gone,  as 
athlete's  foot  can  be 
extremely  persistent. 

•    Mycota  cream 

The  customer  should  smooth 
on  Mycota  cream  to  soothe 
dry  infections  where  the  skin 
is  cracked.  When  gently 
rubbed  into  the  areas 
between  the  toes,  Mycota 
will  soften  and  penetrate  the 
affected  area,  bringing 
effective  relief.  For  best 
results  Mycota  cream  should 


moisture  and  sweat. 

Footnotes  for 
healthy  feet 

Customers  with  athlete's  foot 
should  be  given  advice  so 
that  they  avoid  passing  on 
their  condition.  Remember 


sandals  wherever  possible  — 
to  allow  the  feet  to  breathe. 
'    Avoid  the  constant 
wearing  of  training  shoes, 
closed-toe  house  slippers, 
Wellingtons  and  other 
footwear  made  from  man- 
made  fibres. 


Pharmacy  support 

The  Mycota  brand  is 
wholeheartedly  supported 
by  Seton  Healthcare,  with 
substantial  advertising  in 
consumer  press,  and  striking 
point  of  sale  materials. 


POWDER    •    CREAM    •    SPRAY    #    POWDER    •    CREAM    #  SPRAY 


be  used  together 
with  Mycota  spray  or 
powder  on  feet  and 
in  shoes. 

•  Mycota 
spray 

A  convenient  way  of 
jr     ensuring  that  the 
foot  is  completely 
and  evenly  covered, 
as  well  as  reaching 
the  awkward 
inaccessible  spaces 
«fr  in  between  the  toes. 
\ _^j0^  Spray  can  be  used  as 

a  preventative 
measure  too.  To  prevent 
re-infection,  feet  should  be 
sprayed  daily,  as  well  as 
socks/tights  and  inside  shoes 
and  slippers. 

•   Mycota  powder 

This  helps  keep  skin  dry.  It 
should  be  used  over  the 
entire  foot,  including  the 
areas  between  the  toes.  This 
is  important  as  it  acts  as  both 
a  treatment  and  as  a 
preventative  measure.  It 
should  be  used  regularly  to 
dust  the  feet  and  footwear  to 
reduce  the  build-up  of 


to  pass  on  this  invaluable 
advice: 

*  Avoid  walking  barefoot, 
particularly  in  changing 
rooms  and  other  communal 
areas. 

'    Never  wear  shoes  or 
slippers  belonging  to  anyone 
else. 

Use  your  own  towel  and 
bath  mat. 

*  Thoroughly  rinse  the 
bath  or  shower  after  use. 

Customer 
checklist 

*  Wash  feet  at 
least  once  a 
day,  drying 
thoroughly 
between  toes. 

*  Wear 
socks/tights 
made  from 
natural  fibres 

like  wool  or  cotton. 

'    Change  socks  and  tights 

every  day.  Wear  different 

footwear  as  often  as 

possible. 

*  Any  flaky  skin  should  be 
removed  before  applying 
medication. 

*  Hands  should  be  washed 
thoroughly  after  applying 
treatment  to  prevent 
infection  from  spreading. 

'    Wear  leather  shoes  or 


*    Apply  Mycota  sparingly 
in  between  your  toes  to  help 
prevent  athlete's  foot  from 
occurring. 


A  free  information  leaflet  is 
available  for  customers;  it 
is  simple  and  easy  to  read, 
features  product 
information  and  practical 
advice.  Speak  to  your 
Seton  representative  or  call 
Louise  Yearsley  on  061-652 
2222  for  your  free  copies  of 
the  leaflet  and  more 
information  on  Mycota 
special  promotions  and 
deals. 


REMEMBER  Always  remind 
your  customers  to  read  the 
label.  If  a  customer's 
symptoms  persist,  advise 
them  to  visit  their 
chiropodist  or  doctor. 


**i  Seton 

mm*  Healthcare  Group  pic 

TUBITON  HOUSE,  OLDHAM  OL1  3HS,  ENGLAND 
TELEPHONE:  061-652  2222 


A  SETON  HEALTHCARE  SPECIAL  PROMOTION 


Camera  care 

If  you  don't  look  after  your  camera 
you  can't  expect  good  results: 
Check  your  batteries  —  Some 
cameras  have  automatic  focus, 
film  winding  and  zoom  lenses,  all 
of  which  can  drain  batteries. 

If  your  camera  won't  work 
properly,  check  to  see  if  the 
batteries  need  replacing  and  that 
they  are  inserted  correctly.  Always 
use  the  type  of  battery  that  is 
recommended  for  your  camera. 
Cleaning  —  An  occasional  wipe 
with  a  clean,  dry  cloth  is  a  good 
idea,  but  be  careful  with  the  lens 
which  is  delicate  and  can  easily 
scratch.  you  can  buy  special 
"puffer"  brushes  which  blow 
particles  gently  off  the  lens. 
On  the  beach  —  Sand  and  water 
are  probably  two  of  the  camera's 
worst  enemies.  It  e'ther  gets  into  a 
camera  it  can  be  terminal.  On  the 
beach,  keep  youi  camera  in  a 
plastic  bag  when  h  >  not  in  use. 

Knocks  and  dropi.      As  robust  as 

some  modern  earner    may  seem, 
few  will  stand  up  lo    .  dropped 
or  knocked.  If  your  earner?  has  a 
neck  or  wrist  strap,  use 1  ',  help 
reduce  the  risk  of  accidents 
Storage  —  When  your  camcia  is 
not  needed,  store  it  in  a  coo),  dry 
place  away  from  strong  sunlight.  If 
your  camera  does  not  have  a  case, 
keep  it  in  a  clean  plastic  bag. 


Blurted,  over- 
exposed and 
people  with  their 
heads  missing! 
How  can  you  help 
customers  whose 
holiday  photos 
really  are  an 
absolute  disaster? 
Jane  Feely  offers 
advice  for  budding 
David  Baileys 

Good  quality  photographs, 
whether  from  a  holiday 
abroad,  a  friend's  wedding 
or  a  family  christening,  are  a 
joy  to  look  at.  They  are  a 
permanent  record  of  happy 
occasions  that  we  can  return 
to  time  and  time  again. 

Recent  advances  in  the 
photographic  world  have 
brought  good  quality, 
"idiot-proof"  cameras  into 
the  price  range  of  most 
customers.  But  purchasing  a 
compact  which  claims  to  "do 


it  all  for  you"  is  no 
guarantee  that  you'll  get 
decent  pics. 

How  many  times  have 
your  customers  been 
disappointed  that  their 
holiday  snaps  are  not  as 
good  as  they  hoped?  This  is 
where  a  little  background 
knowledge  can  work 
wonders.  A  few  simple 
pieces  of  advice  can  help 
improve  the  results  no  end. 

Know  your  camera 

Firstly,  get  to  know  your 
camera.  This  may 
sound  like  common 

sense  but  you'll 
be  surprised 
how  many 
people  don't 
take  time  to 
read  the 
instruction 
booklet 
properly. 

Other  people 
borrow 
cameras  from 
friends  or 
relatives  for  a 
special 

occasion.  This 
is  asking  for 
trouble.  When 
it  comes  to  the 
crunch  they 
often  find  they 
don't  know 
how  to  put  a 
film  in  or  how 
the  flash  works. 
If  anyone  is  buying  a  new 
camera  for  a  big  occasion, 
advise  them  to  practise 
beforehand.  Get  to  know 
what  the  camera  can  do  and 


what  it  can't.  Better  to  make 
mistakes  on  a  few  shots  of 
the  garden  than  their 
daughter's  wedding! 

The  next  step  is  to  buy  the 
right  film.  Think  about 
whether  you  want  colour  or 
black  and  white  and  how 
many  exposures.  Never  use 
out  of  date  film,  as  this  can 
affect  the  colour  and 
appearance  of  photographs. 

Next,  take  care  to  load  the 
film  properly.  This  doesn't 
need  to  be  done  in  the  dark 
but  it's  best  to  avoid  strong 
sunlight.  Take  care  that 
dust,  sand  and  water  don't 
get  into  the  camera. 

After  the  film  is  used  up 
take  it  in  to  be  developed  as 
soon  as  possible.  If  this  isn't 
possible,  store  it  somewhere 
cool  and  dry,  away  from 
strong  sunlight  and  fumes. 

Start  clicking 

So  you  know  how  to  use 
your  camera,  you've  chosen 
the  right  film  and  it's  loaded 
properly.  You're  now  ready 
to  start  shooting! 

Before  you  start  clicking 
away,  spare  a  thought  for 
the  composition  of  your 
picture!  The  classic  error  is 
not  looking  at  what's  in  the 
background  and  then 
finding  that  the  person  in 
your  picture  has  a  pole 
growing  out  of  their  head. 

You  don't  always  have  to 
have  the  subject  exactly  in 
the  middle  either.  Taking 
the  shot  "off-centre"  can 
add  interest. 

Another  good  general  rule 
is  to  try  and  get  as  close  as 


36 


Watch  out  for  speed  traps! 

The  speed  of  your  film  gives  an  indication  of  how  it  will  perform  in  different 
conditions,  for  example,  a  bright,  sunny  day,  at  dusk  when  the  light  is  poor, 
or  indoors  with  a  flash.  „    „  . .  , 

Films  which  work  best  when  there  is  less  light  are  generally  called  fast 
films,  while  those  that  perform  better  when  the  sun  is  bright  are  termed 

Sl°Sofhow  can  you  tell  whether  the  films  on  your  shelf  are  fast  or  slow?  The 
answer  is  to  look  at  the  ISO  or  ASA  number  on  the  box. 

ISO  stands  for  International  Standards  Organisation  and  ASA  for  American 
Standards  Association.  The  numbers  are  the  same  it's  just  the  name  that 
differs.  ISO  is  the  more  commonly  used  term.  x.„„ 

The  ISO  number  tells  you  how  sensitive  that  film  is  in  relation  to  other 
films.  For  example,  an  ISO  of  400  means  the  film  is  four  times  more 
sensitive  to  light  than  one  with  an  ISO  of  100. 

Here  are  some  common  ISO  numbers  for  colour  films  and  the  conditions 
thev  are  best  suited  for:  ......  . 

•  ISO  25  —  A  very  slow  film,  used  when  the  light  is  very  bright  indeed  or 
by  experienced  photographers  looking  *or  unusual  effects. 

•  IS0 100  —  A  commonly  sold  film,  used  when  the  light  is  good.  Ideal  for 
taking  on  holiday  for  outdoor  shots  when  the  sun  is  bright.  Less  good  for 
use  with  a  flash.  Good  for  enlargements 

•  ISO  200  —  A  good  general  purpose  film  suitable  for  most  lighting 
conditions  and  which  will  give  reasonable  results  with  a  flash.  If  your 
customer  is  unsure  about  what  film  to  choose,  recommend  one  of  these. 

•  ISO  400  —  A  faster  film,  better  when  the  light  is  poor  or  when  taking 
"action  shots"  of  something  that  is  moving  quickly.  Because  of  the 
"grainy"  appearance  of  the  resulting  photographs,  this  film  does  not  give 
such  good  quality  enlargements.  „.w 

•  ISO 1 1000 1  —  A  very  high  speed  film  for  when  the  light  is  very  low  or  for 
"action  shots".  More  for  your  professional  photographer! 
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ossible  to  what  you're 
ying  to  take.  A  distance 
lot  of  some  ducks  on  a 
ond,  for  example,  may  not 
>ok  as  good  as  a  close-up 
lot  of  just  one  or  two  ducks. 

Children  are  a  lovely 
ibject  for  photos  but  are 
est  caught  unawares  when 
ley  look  more  natural, 
lave  your  camera  to  hand 
t  all  times  and  be  patient. 

One  of  the  most  common 
mlts  is  blurred  pictures  due 
)  camera  shake.  To 
liminate  this,  hold  your 
amera  steady  when  you 
ike  your  picture  and  don't 
ress  the  shutter  too  fiercely. 

If  your  camera  allows  you 
)  increase  the  exposure  to 
it  in  more  light,  it's  even 
lore  important  to  hold  the 
amera  steady.  Professionals 
se  tripods  tor  these  long 
xposure  times  but  a  similar 
:eadying  effect  can  be 
chieved  by  resting  the 
amera  on  a  wall  or  table. 

jght  matters 

holographs  are  taken  by 
xposing  a  film  to  light  so,  if 
le  light  is  wrong,  the  results 
an  be  disastrous. 

If  too  much  light  gets  in 
irough  the  shutter,  the  film 
/ill  be  over-exposed  and  the 
icture  will  be  too  light.  Too 
ttle  light  leads  to  under- 
xposure  and  dark  pictures. 

Choosing  the  correct  film 
peed  and  using  the  flash 
/here  necessary  can  help 
vercome  these  problems. 

When  taking  photographs 
utside,  don't  point  the 
amera  directly  at  the  sun  or 
he  glare  may  spoil  your 
dcture.  Keep  the  sunlight 
ver  your  left  shoulder  for 
tie  best  results. 

jlet  flashing! 

t's  quite  unusual  these  days 
o  see  a  camera  without  a 
)uilt-in  flash.  Even  some  of 
he  disposable  ones  have 
hem.  Serious  photographers 
>refer  a  separate  flash  gun 
hat  fits  onto  the  camera  as 
his  is  more  versatile. 

Many  compact  cameras 
vill  flash  automatically 
vhen  the  light  is  too  low, 
)thers  tell  you,  usually  via  a 
ymbol  in  the  viewfinder, 
hat  you  need  the  flash. 

The  flash  needs  to  be  fully 
:harged  before  it  will  fire 
md  if  you  are  taking  a 
lumber  of  pictures  you  may 
lave  to  wait  between  shots. 

Needless  to  say,  if  your 
catteries  are  running  low, 
he  flash  will  take  a  long 
ime  to  charge  up  or  may  fail 
iltogether.  Be  prepared  and 
ake  some  spares. 

Most  flashes  only  have  a 
"ange  of  up  to  four  metres 
13  feet)  although  this  varies 
Adth  different  cameras.  This 
neans  that  if  you  are  further 

OVER  THE  COUNTER  1 7  July  1 993 


away  from  your  subject,  the 
flash  will  not  effectively  light 
up  what  you  are  taking. 

Using  a  faster  film,  like  an 
ISO  400,  can  improve  the 
distance  over  which  your 
flash  will  be  effective. 

Watch  out  for  windows, 
mirrors  and  polished,  shiny 
surfaces  which  can  throw 
the  flash  back  at  the  camera 
and  create  glare. 

Old  red  eyes  is  back 

Photographs  of  people, 
taken  in  doors  with  a  flash, 
often  suffer  from  "red  eye". 
This  problem  is  hard  to 
avoid,  particularly  when  the 
subjects  are  looking  directly 
at  the  camera. 

In  dark  conditions  the 
pupils  of  the  eyes  are  dilated 
and  the  light  reflects  off  the 
back  of  the  eye,  giving  that 
ghoulish  "red  eye" 
appearance.  The  same  thing 
happens  with  animals. 


Over  the  past  few  years,  disposable  cameras  have  really  taken  off.  They 
are,  as  their  name  suggests,  designed  to  be  used  once  and  thrown  away. 
When  the  film  is  finished  the  whole  camera  is  taken  in  to  be  developed. 

In  recent  years,  the  technology  behind  these  cameras  has  led  to  ones 
with  built-in  flashes  or  specialist  ones  like  the  Kodak  Stretch  which  takes 
very  wide-angled  views,  ideal  for  panoramic  scenery. 

You  don't  have  to  be  a  genius  to  use  these  cameras  and  get  reasonably 
decent  photos  —  just  point  and  shoot!  On  the  other  hand,  a  photographer 
used  to  a  more  sophisticated  camera  may  find  them  limiting.  It's  best  to 
accept  them  for  what  they  are  and  don't  expect  miracles. 

There  are  many  occasions  when  a  disposable  camera  comes  into  its  own. 
Theme  parks  and  zoos  do  a  roaring  trade  selling  them  to  people  who  have 
left  their  own  camera  at  home  but  who  still  want  a  record  of  their  day  out. 

They  are  also  an  excellent  idea  for  children  to  use  on  holiday  or  on  a 
school  outing,  for  example.  They  are  simple  to  use  and  there's  little 
damage  done  if  Junior  drops  the  camera  when  he  gets  off  the  bus  at  the 
end  of  his  day  out. 

Teenagers  who  want  to  take  photos  at  a  party  but  who  don't  want  to  look 
after  Dad's  expensive  camera  all  night,  may  also  find  these  inexpensive 
cameras  ideal. 

During  the  Summer,  why  not  try  a  display  of  disposable  cameras  by  the 
till?  It's  the  sort  of  thing  customers  do  buy  on  impulse. 


asking  your  subjects  not  to 
look  directly  at  the  lens  of 
the  camera.  Alternatively 
ask  them  to  look  briefly  at  a 


Tricks  of  the  trade  —  Try  using  archways,  doors  or  even 
trees  to  give  a  natural  frame  to  your  shots  (top). 
Zooming  in  close  to  a  subject  can  increase  the  impact  of 
your  pictures,  particularly  with  subjects  like  flowers 

Some  newer  compacts  get     bright  light  and  then  back  at 


round  the  problem  by  trying 
to  constrict  the  pupils  before 
the  photograph  is  taken. 
This  is  achieved  by  a  series 
of  short  flashes  before  the 
main  flash  goes  off. 

If  your  camera  does  not 
have  this  gadget,  you  can 
minimise  "red  eye"  by 


the  camera  just  before  the 
picture  is  taken. 

Practice  again 

As  in  so  many  things, 
practice  makes  perfect.  The 
more  pictures  you  take  the 
more  chance  you  have  of 
taking  a  really  good  one. 


Know  the  lingo! 

Photography  can  be  a  maze  of 
complicated  abbreviations  and 
technical  terms.  Here  are  some 
common  ones  you  may  come 
across: 

•  Aperture  —  the  amount  the  lens 
opens  when  the  photo  is  being 
taken.  This  controls  the  amount  of 
light  entering  the  camera  and  hitting 
the  film 

•  Depth  of  field  —  The  distance 
range  between  the  nearest  and 
farthest  objects  in  the  photograph 
that  are  in  focus 

•  Exposure  —  The  amount  of  light 
allowed  to  reach  the  film.  This  is 
determined  by  the  length  of  time  the 
lens  is  open  for  when  taking  photos 

•  F-stop  —  a  number  used  to 
indicate  the  size  of  the  lens  opening. 
The  larger  the  f-number  the  smaller 
the  opening 

•  Over-exposure  —  When  too 
much  light  has  reached  the  film, 
producing  a  picture  which  is  too 
light 

•  Single-lens  reflex  (SLR)  —  A 

camera  in  which  what  you  see 
through  the  view  tinder  is  what  the 
lens  sees  to  take  the  picture 

•  Telephoto  lens  —  A  lens  that 
makes  the  subject  appear  larger  on 
the  film  or  closer  to  the  camera  than 
it  actually  is 

•  Under-exposure  —  When  too 
little  light  has  reached  the  film, 
producing  a  photo  that  is  too  dark 

•  Wide-angle  lens  —  A  lens  that 
allows  you  to  take  a  wider  area  of 
photograph  than  a  normal  one. 
Good  for  scenic  shots 

•  Zoom  lens  —  An  adjustable  lens 
which  allows  you  to  focus  in  on 
particular  subjects  and  make  them 
appear  nearer  to  the  camera  than 
they  actually  are. 

Try  experimenting  with 
different  subjects  or  black 
and  white  film.  Some 
cameras  allow  you  to  attach 
filters  to  the  lens  creating 
some  unusual  effects  like 
star  bursts  or  tints. 

Above  all,  don't  expect 
that  all  your  photographs  are 
going  to  be  worthy  of  David 
Bailey.  Even  the  most 
experienced  photographers 
only  show  their  best  ones. 
(Additional  information 
courtesy  of  Numark  and 
Halina) 
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Most  of  us  take  things  like 
lifting,  doing  exercise  or 
playing  with  our  children  for 
granted  —  but  for  a  woman 
who  suffers  from  stress 
incontinence  even  simple 
things  can  be  impossible. 

Stress  incontinence  is  the 
sudden  loss  of  urine  during 
physical  exertion,  even 
during  something  as  simple 
as  coughing  or  sneezing.  It  is 
the  commonest  form  of 
incontinence  among  women, 
and  is  likely  to  affect  around 
30  per  cent  of  women  by  the 
time  they  reach  55. 

The  problem  is  that  many 
of  these  women  are  not 
seeking  help  for  the 
problem.  They  may  find  the 
subject  too  embarrassing  to 
broach  with  their  GP  or  just 
accept  the  condition  as  part 
of  "being  a  woman".  As  the 
condition  is  not  life- 
threatening,  many  tend  to 
think  they  shouldn't  bother 
the  doctor. 

The  only  time  that 
incontinence  becomes 
acceptable  is  in  pregnancy. 
Women  understand  the 
reason  for  the  condition  and 
that  it  will  top  at  the  end  of 
nine  months  Therefore 
pregnant  women  do  get 
advice  from  the  primary 
healthcare  te 


The  causes  of 

incontinence  are  varied  and 
include  childbirth,  regular 
exercise,  the  menopause, 
being  overweight,  or  even 
stress  and  anxiety.  Most 
commonly  it  is  caused  by 
childbirth.  The  problem  can 


also  be  caused  by  an 
infection  or  by  taking  certain 
medicines,  like  diuretics. 

In  stress  incontinence  the 
pelvic  floor  muscles  —  those 
that  help  keep  the  urine 
stored  in  the  bladder  —  fail 
to  fight  the  forces  that  push 
down  from  the  abdomen. 

The  experiences  of  one 
lady  who  suffered  from 
stress  incontinence  for  eight 
years  illustrate  the  problem. 
While  buying  clothes  is  a 
pleasure  for  most  women,  if 
you're  incontinent  you  have 
to  think  of  the  colour  of  the 
outfit,  the  material  and  even 
the  line  of  the  skirt  which 
will  need  to  cover  any  pads 


cannot  take  part  in  sports  or 
wear  shorts  or  a  bikini.  And 
it  is  not  only  the 
incontinence  sufferer  who  is 
affected  by  the  problem  but 
the  whole  family. 


Treatment  for  incontinence 
ranges  from  exercising  the 
weakened  muscles  to 
operating  on  the  bladder 
wall.  When  a  sufferer  does 
seek  help,  she  can  be 
referred  on  to  a  continence 
advisor  by  her  GP.  These  are 
specially  trained  nurses  who 
will  help  the  patient  deal 
with  the  problem. 

Products  which  may  be 


This  table  shows  the  incidence  of  incontinence  among 
women  and  men  and  how  that  incidence  changes  with  age 


AGE 
(years) 

20-40 
40-60 
60-70 
70+ 


WOMEN 
(per  cent) 

7.5 
11.75 
9.0 
16.0 


MEN 
(per  cent) 

1.7 
2.4 
6.0 
12.0 


Three  million  adults  are 
affected  by  incontinence. 

•  One  in  three  women  may 
suffer. 

•  Fewer  than  one  person  in 
ten  discusses  the  problem 
with  their  family. 

•  By  the  year  2000,  an 
extra  190,000  middle-aged 
women  are  likely  to  suffer 
from  stress  incontinence. 

•  Obesity,  constipation  and 
heavy  lifting  can  make  the 
condition  worse. 

prescription  and  over-the- 
counter.  Robinson 
Healthcare  produce  patient 
hygiene  products  to 
complement  their  range. 

Contrelle  is  a  tampon- 
shaped  sponge  which  is 
softened  in  water  and 
inserted  into  the  vagina  to 
support  the  neck  of  the 
bladder  or  return  it  to  its 
correct  position. 

Some  practical  tips  that 
can  be  offered  to  help  with 
incontinence  are: 

•  avoid  tea,  coffee  and 
alcohol  which  are  diuretics 
and  so  encourage  more 
freguent  urination 

•  pelvic  floor  exercises 
should  be  performed 
regularly  (contracting  the 
muscles  around  the  vagina) 

•  try  to  stop  and  restart  the 
flow  of  urine  when  going  to 
the  toilet  to  help  achieve 
more  control 

•  it  is  important  to  drink 
plenty  of  fluids  —  about 
three  pints  daily  —  to  stop 
the  urine  in  the  bladder 
becoming  too  concentrated. 


being  worn. 

And  what  about  a 
handbag?  A  lady  suffering 
from  incontinence  always 
needs  a  large  one  to  carry 
around  spare  supplies  of 
pads  and  catheters.  A  public 
toilet  cannot  be  an  ideal 
place  to  change  if  someone 
needs  to;  there  is  certainly 
nowhere  to  wash  out 
underwear  in  private. 

Her  whole  life  is  centred 
around  her  bladder.  She 


useful  to  the  incontinent 
woman  are  either  disposable 
pads  or  the  Contrelle 
tampon.  You  may  find  that 
many  women  will  use  other 
products  to  manage  their 
condition  such  as  sanitary 
towels  or  even  disposable 
nappies. 

There  are  over  30 
companies  currently 
marketing  incontinence 
products,  most  of  which  are 
available  both  on 
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Other  types 

Other,  not  so  common,  types 
of  incontinence  include: 

Urge  incontinence  —  a 
sudden  desire  to  empty  the 
bladder  caused  by  the 
muscles  contracting 
uncontrollably. 

Nocturnal  enuresis  —  also 
called  bed  wetting,  this  is 
more  commonly  associated 
with  children  but  is  also 
thought  to  affect  one  person 
in  100  in  the  20-  to  35-age 
group. 

Overflow  incontinence  — 

occurs  mostly  in  men  where 
there  is  a  dribbling  stream  of 
urine  or  a  difficulty  in 
releasing  urine.  This  is 
mostly  caused  by  an 
enlarged  prostate  gland. 

For  further  advice  and 
information  on  incontinence 
try  contacting: 

•  The  Association  for 
Continence  Advice, 
Basement,  2  Doughty  Street 
London  WC1N  2PH 
(tel:  071-404  6821). 

•  Incontinence  helpline 
(tel:  091-213  0050). 
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Most  common  indigestion 
symptoms  are  caused  by 
excess  acid  in  the  stomach. 
That's  why  Asilone  is  so 
effective.  By  neutralising 
excess  acid,  the  balanced 
formula  of  Asilone  Liquid 
provides  rapid  and  lasting 
relief  of  acid  indigestion 
and  heartburn.  Asilone  also 
contains  dimethicone,  an 
established  treatment  for 
flatulence.  By  contrast, 
many  other  antacids  offer 
little  relief  from  wind. 
And  because  Asilone  is  low 
in  sodium,  it  can  be 
recommended  to  people 
on  low-sodium  diets  -  unlike 
some  rafting  agents. 
Recent  clinical  data'  confirm 
Asilone  Liquid's  efficacy, 
reinforcing  the  reasons  why 
doctors  prescribe  Asilone. 
And  why  you  can  confidently 
recommend  it  for  acid 
indigestion,  heartburn  and 
wind. 


Asilone 

AVAILABLE  ONLY  FROM  PHARMACIES 
aluminium  hvdronde  light  magnesium  omde. 


GET  10  THE  CORE  OF 


Product  information  Asilone  Liquid:  While  suspension  containing  in  each  5ml  dried  aluminium  hydroxide  BP  420mg,  light  magnesium  oxide  BP  70mg,  activated  dimethicone  135mg  Pack  Size:  200ml  Asilone  Tablets:  Each  taolel  contains  dried  alummiur 
hydroxide  BP  500mg,  activated  dimethicone  270mg,  also  contains  Sucrose  I  Ig  Pack  Size:  24  Dosage:  Adults  and  children  over  12  years,  5-10ml  L  quid/ 1  or  2  tablets,  taken  belore  meals  and  at  oedtime  Uses:  Fo1  the  re*'  of  indigeston,  flatulence,  aoo'ly  ar.a 
heartburn  Contra-indications:  Should  not  be  taken  by  severely  debilitated  persons  ot  those  with  renal  impairment  Side  effects:  Rare  with  these  oreoarations  but  may  include  constipation  oi  diarrhoea  Warnings:  Antacids  may  nter'ere  t.  I' 
absorption  ol  tetracyclines,  nlampicin,  warfarin  and  digoxm  -  if  taken  at  same  time  Not  recommended  in  flatuient  abdominal  distension  possibly  relaleo  to  mtestma1  obstruction  Pregnancy:  Not  wwdeo  during  first  trimester  Overdosage:  No  cases 
reported  Product  Licence  No:  Asilone  Liquid  0327/0058.  Asilone  TaPlets  0327/0055  RSP:  Liquid  200ml  E2  35  Tablets  24  £2  55  GSL  -  Pharmacy  only  Distribution  April  1993  Reference:  1  Data  on  file  Ciookes  Healthcare  Ltd  Nottingham  NG2  3AA 


Much  of  retailing  today  is 
based  on  a  self  selection 
approach  where  customers 
choose  for  themselves  and 
have  little  if  any  contact  with 
staff  except  when  paying. 

One  of  many  ways  in 
which  pharmacies  differ 
from  the  rest  of  the  retail 
industry  is  that  they  employ 
people  whose  job  involves 
dealing  regularly  with 
customers  and  who  are 
involved  in  "selling"  as 
opposed  to  a  "cash  and 
wrap"  process. 

Selling  is  a  very  positive 
set  of  skills  and  involves 
action  on  your  part  as  well 
as  waiting  for  the  customer 
to  come  to  you. 


Positive 
selling 

Selling,  as  opposed  to  the  'cash  and 
wrap'  process  at  check-outs,  takes  a 
certain  amount  of  skill.  Training 
consultant  Diane  Bailey  explains  how  a 
positive  approach  can  reap  benefits 


"Selling  is  not  just  about  waiting  behind  the  counter. 
You  may  need  to  go  up  to  the  customer  in  order  to  help" 


important.  You  need  to  be 
available  to  help  and 
prepared  to  offer  advice.  Be 
alert  and  interested  and 
when  a  customer  comes  into 
the  shop,  stop  other  activities 
and  acknowledge  them  with 
a  smile  or  a  cheerful  "Good 
morning/afternoon' ' . 

Every  sale  has  a  number  i 
of  clearly  recognised  stages.  ; 
These  are: 

•  acknowledging  the 
customer,  showing  you 
know  the  customer  is  there 

•  approaching  the  customer. 
Sometimes  this  means  going 
up  to  the  customer 

•  establishing  customer 
needs  i.e.  finding  out  what 
they  want 

•  presenting  the 
merchandise  and  showing 
your  products 

•  closing  the  sale  by  helping 
the  customer  to  buy. 

I'll  deal  with  each  of  these 
in  turn. 

Strike  a  balance 

You  need  to  strike  a  balance 
between  acknowledging  and 
greeting  the  customer  and 
overwhelming  them  with 
attention  too  soon. 

It  is  important  to  make  the 
customer  feel  welcomed, 
also,  letting  them  know  you 
know  they  are  there  can 
prevent  theft  or  attempted 
theft.  Keep  an  eye  on  the 
customer  in  order  to  time 
your  approach  correctly. 

Remember,  do  not  jump  to 
conclusions  about  what  the 
customer  is  likely  to  want  or 
be  able  to  afford  — 
appearances  can  be  very 
deceptive. 

Watch  for  buying  signals. 
These  include  situations 
when  the  customer  goes  to  a 
particular  product  (or  returns 
to  it),  compares  prices  or 
tickets,  spends  time  and 
shows  interest  in  a  product, 
obviously  looks  for  help, 


So  why  is  positive  selling 
so  important?  It's  important 
because  it  benefits  the 
customer,  you  and  your 
pharmacy  in  different  ways. 

For  the  customer,  positive 
selling  means: 

•  full  information  about  the 
merchandise 

«  an  opportunity  to  discuss 
products  and  their  benefits 
®  a  chance  to  have  guestions 

answered 

:eiving  professional 
ad  /ice  on  medicines, 
toil     ies  and  other  products 

•  ben        -isted  in  making 
an  into;  n   d  i  hoice. 

For  you,  i  ositive  selling 
means: 

•  closer  cor.  t<     with  your 
customers 

•  a  chance  to  use  , 
product  knowledge 

•  being  seen  as  a 
professional  whose  advice  is 
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valued 

•  more  interesting  work 

•  the  satisfaction  of  closing 
sales  and  pleasing  customers 

For  your  pharmacy, 
positive  selling  means: 

•  more  satisfied  customers 

•  greater  turnover  and 
profits 

•  an  enhanced  reputation 

•  being  seen  to  offer  a  high 
level  of  service 

•  repeat  customers  and 
enhanced  customer  loyalties 

•  continuing  business. 

Customer-conscious 

To  enjoy  and  be  good  at 
selling  you  need  to  be  very 
conscious  of  customers  and 
their  expectations.  You  also 
need  to  put  the  customer 
first  at  all  times. 

You  represent  your 
pharmacy  to  the  consumer, 
so  how  you  behave  is 


You  may  find  the  following  examples  useful: 

1.  Price  —  "It's  so  expensive" 
When  this  happens  the  best  thing  to  do  is  to  stress  the  benefit  of  qua,. 

"This  x  is  marvellous  quality.  It's  so  hardwearing  you  will  still  be  delighted  with 
it  in  x  years  time"  or  "This  is  the  latest  development  in  ...?" 

2.  Problems  with  previous  purchases  —  "The  last  brand  x  I  bought  wasn't 
very  successful" 

Reassure  the  customer,  reinforce  the  benefits  of  the  product,  stress  the 
good  points. 

3.  Doubts  —  "I'm  not  sure  if  it  is  quite  what  I  want ' 
Refer  back  to  customer  needs.  Ask  further  questions  to  check.  Relate 

product  benefits  to  customer  needs.  Offer  a  demonstration.  In  some  cases  ask 
the  consumer  to  look  at  more  advanced  or  more  expensive  items  —  you  may 
have  been  given  an  opportunity  to  sell  up. 

4.  False  objections  —  "Expensive  cosmetics  are  really  a  waste  of  money 
the  result  isn't  that  much  better". 

Do  not  flatly  contradict  or  argue.  Give  the  true  position  confidently  and 
politely  e.g.  "That  isn't  actually  so.  Let  me  show  you  the  difference  —  this 
foundation  spreads  more  smoothly  and  covers  better." 

5.  Competition  —  "I  can  get  that  better  (or  cheaper)  at  another  chemist' . 
Do  not  knock  the  competition.  Stress  your  strong  points,  e.g.  good  advice, 

tradition  of  customer  care,  pricing  policy,  etc. 

6  The  unspoken  objection  —  A  frown,  shaking  the  head,  a  doubting  look. 

Make  sure  to  pick  this  up.  Ask  the  customer  if  there  is  something  they  are 
not  sure  of  or  which  is  bothering  them.  Then  handle  it  as  you  would  the 
doubtful  objection  (No  3)  above.  ~!HhHHHHhHHHH 
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reads  instructions  and/or 
handles  merchandise. 

Making  an  approach 

Selling  is  not  just  about 
waiting  behind  the  counter. 
|  You  may  need  to  go  up  to 
I  the  customer  in  order  to 
help.  When  you  approach 
them  is  very  important.  Too 
soon  and  you  can  frighten 
the  customer  off.  Too  late 
and  the  customer  can  have 
lost  interest. 

Look  at  the  two  graphs  on 
this  page.  Watch  for  buying 
signals  to  help  you  decide 
when  to  approach. 

So  how  should  you 
approach  a  customer? 
Firstly,  avoid  saying  "Can  I 
help  you  ?"  —  you  stand  a 
fair  chance  of  being  told 
"No."  Instead,  use  an 
approach  which  allows  you 
to  get  into  conversation.  The 
following  examples  can 
help.  You  will  be  able  to 
!  think  of  others  for  yourself. 
I  •  "Good  Morning/ 
,  Afternoon/Evening  —  I  can 
i  see  you're  looking  at  our 
l  XYZ  —  have  you  got  a 
!  minute  —  let  me  tell  you 
■  something  about  it." 
i»  (No  greeting)  "That's  a 
new  ABC  —  let  me  show 
you  how  it  works." 

•  "Hello!  That's  a  lovely 
colour." 

Establishing  needs 

To  sell  effectively  you  need 
to  match  your  products  to 
the  customer's  needs.  To  do 
this  you  have  to  understand 
what  each  customer  needs. 
They  won't  always  tell  you! 
What  the  customer  says  they 
want  isn't  always  exactly 
what  they  need.  You  can  use 
your  skills  to  find  out  more. 

In  doing  this,  it  helps  if 
you  have  a  basic 
appreciation  of  buying 
motives  —  the  reasons  why 
that  customer  decided  to 
make  a  purchase  in  the  first 
place.  A  variety  of  buying 
motives  affect  us  all.  They 
include: 

•  necessity 

•  fashion 

•  keeping  up  with  the  Jones' 

•  health  reasons 

•  friends  have  one 

•  replacing  a  previous  item 

•  as  a  gift 

•  to  improve  their  looks. 
Two  particular  skills  help 

I  in  establishing  customer 
needs.  These  are 
questioning  and  listening. 

Use  open  questions  to  get 
conversation  going.  Ask 
Who?,  What?,  Why?,  When?, 
|  Which?  and  How?  Such 
|  open  questions  can  help  you 
:  establish  a  rapport  with  the 
customer  and  get  a 
conversation  going.  Once 
you've  done  this  you  can 
listen  out  for  key  words  and 
decide  which  level  of 


information  the  customer 
needs. 

As  well  as  questioning,  a 
very  useful  skill  is  listening. 
It  has  been  said  that  we 
should  hear  with  our  ears 
and  listen  with  our  brains. 
Listen  carefully  to  what 
customers  tell  you,  not  only 
to  what  they  say  but  also  try 
and  read  "between  the 
lines".  Listen  carefully  for 
clues  you  can  act  on. 

Remember  when 
identifying  needs  that 
customers  buy  benefits,  not 
facts  and  features.  Benefits 
are  what  the  product  does 
for  a  customer.  For  example 
a  cream  may  contain  a 
specific  ingredient  (a  fact). 
What  it  does  for  the 
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customer  is  to  take  the  itch 
out  of  an  insect  bite  (a 
benefit). 

Show  merchandise 

Before  deciding  which 
products  to  show  the 
customer  you  need  to 
understand  their  needs  and 
gain  the  customer's 
agreement  as  to  what  their 
needs  really  are.  You  must 
also  ensure  that  you  have 
adequate  product 
knowledge  to  choose  the 
right  item  to  present  in  order 
to  meet  those  specific  needs. 
Obviously  it  also  helps  if  you 
have  all  the  equipment  and 
information  at  hand  —  does 
the  product  work,  are  all  the 
parts  present,  intact,  is  it  the 
right  size,  colour,  etc? 

When  showing  goods  to 
the  customer: 

•  use  your  own,  individual 
style  and  words 

•  talk  to  the  customer,  not 
the  product 

•  make  eye  contact 

•  get  the  customer 
involved/handling  the 
product  as  soon  as  possible 

•  talk  the  customer's 
language  —  avoid  jargon  or 
technical  terms. 

•  be  honest.  Don't  oversell 
the  product  but  tailor  your 
presentation  to  the  real 
customer  needs 

•  get  customer  involvement 


at  every  opportunity 

•  when  presenting  two 
products,  demonstrate  the 
best  one  second 

•  use  the  price  ticket  as  a 
source  of  information 

•  sell  the  product  benefits. 
When  presenting 

merchandise  you  may  find 
that  customers  raise 
objections.  They  may  do  this 
because  they  feel  they  need 
more  information,  they  lack 
self-confidence,  or  because 
they  are  worried  about  their 
health,  condition  or  situation. 

In  other  cases  the 
customer  may  have  genuine 
doubts  about  a  product  or 
may  fear  making  the  wrong 
choice.  Of  course  there's 
always  the  possibility  that 
they  have  no  intention  of 
buying  at  all. 

When  a  customer  makes 
an  objection  it  is  a  chance 
for  you  to  provide  more 
information,  so  don't  be  put 
off  by  it! 

The  following  simple 
procedure  for  handling  an 
objection  may  prove  useful: 

•  take  all  objections 
seriously 
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•  listen  attentively  —  listen 
with  care,  make  sure  you 
hear  the  real  objection 

•  be  patient  —  don't 
interrupt  the  customer 

•  pause,  then  ask  question 
"Is  there  anything  else 
which  concerns  you  ?"  make 
sure  you  have  all  their 
objections  before  you  begin 
to  answer  them 

•  avoid  arguing  —  never 
argue  with  a  customer,  you 
can  lose  the  sale,  the 
customer  and  your 
confidence 

•  answer  constructively  — 
give  more  information  and 
relate  benefits  back  to  the 
customer's  needs. 

Closing  the  sale 

This  the  last  stage  and  in 
some  ways  the  most 
important.  Closing  the  sale  is 
important  because  if 
handled  badly  the  sale  is  lost 
and  all  that  earlier  effort  will 
be  wasted. 


Clinching  that  sale 

Certain  positive  statements  may 
help  you  close  the  sale: 

•  Repeating  product  benefit 

"We  really  do  sell  a  lot  of  this 
product  —  just  look  at  the 
style/line/colour." 

"This  is  the  latest  texture  — 
you  will  find  it  suits  you." 

•  Reassuring  the  customer 
"From  what  you  tell  me  this 

would  be  ideal." 

"You'll  certainly  have  no 
problems  with  that  one." 

"That  colour  is  marvellous  for 
you" 

"This  cream  has  been  especially 
designed  to ..." 

•  Help  the  customer  choose 

"Do  you  prefer  the  cream  or  the 
brown  ?" 

"Of  the  two  this  one  will  do 
exactly  what  you  want". 

"I  think  this  is  the  one,  don't 
you?" 

•  Relate  quality  to  price 

"It's  well  worth  money  for  that 
quality." 

"This  one  is  really  superb  value 
for  money." 

"You  won't  find  this  quality  at 
this  price  anywhere  else." 

Closing  the  sale  means 
gaining  commitment  from 
the  customer  and  helping 
them  to  make  a  decision  to 
buy.  Problems  can  include: 

•  a  customer  who  shows  no 
willingness  to  buy 

•  the  customer  has  doubts 
and  needs  to  be  reassured  of 
the  best  choice  or  the 
suitability  or  value  of  the 
product  or  service. 

Again  the  customer  can 
tell  you  a  lot  without  actually 
saying  anything.  Watch  for 
these  buying  signals: 

•  positive  comments 

•  handling  the  goods 
possessively 

•  asking  for  opinion  and 
reassurance 

•  asking  price  or  payment 
arrangements 

•  asking  detailed  questions 

•  comparing  two  products. 
Certain  statements  can  be 

used  to  help  you  close  the 
sale.  Some  common 
examples  of  this  are  listed  in 
the  box. 

One  final  word.  Where 
possible  always  try  for  a 
suitable  additional  sale. 
Additional  or  add  on  sales 
are  important  for  two 
reasons. 

Firstly  they  can  extend 
customer  satisfaction  and/or 
increase  the  benefits  of  the 
original  purchase.  They  also 
make  extra  profit  for  the 
pharmacy  with  a  minimum 
of  effort  and  extra 
investment  of  time. 

Selling  is  a  way  for  you  to 
show  your  skills,  make 
money  for  the  pharmacy  and 
satisfy  customers.  It's  also 
great  fun. 

(Diane  Bailey  runs  Diane 
Bailey  Associates,  a  training 
design  consultancy 
established  in  1982.) 
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Hot  on  the  heels  of  the 
launch  ot  Alberto  V05 
Flexible  range  of  styling 
products  comes  a  new 
addition,  a  3-in-l  Styler. 

The  new  product  is 
said  to  combine  the 
body  and  root  lift  of  a 
mousse,  the  hold  and 
definition  of  a  gel,  and 
the  quick-drying,  fixing 
power  of  a  spray.  The 
company  hopes  it  will 
appeal  to  young, 


fashion-led  consumers. 

The  company  is 
backing  the  Flexible 
range  with  a  £1  million 
spend  on  20  second  TV 
spots,  and  £2. 2m  on 
"Sensual  chemistry" 
range  advertising. 

For  the  trade  there 
are  merchandising  trays 
with  free  tips  and 
styling  hints  tor  using 
the  new  Styler  product. 

The  company  is  also 
running  the  second  trial 
promotion  for  its  V05 
Hot  Oil  Shampoo. 

The  Hot  Hair  pack, 
consisting  of  a  V05  Hot 
Oil  Intensive 
Conditioner  and  a  free 
trial  size  of  V05  Hot  Oil 
Shampoo,  is  back  for 
the  Summer  to  cater  for 
the  holiday  period. 

Designed  for  use  over 
a  one  week  period,  the 
Pack  is  said  to  slip 
neatly  into  a  holiday 
bag. 

Alberto-Culver.  Tel: 
0256  57222. 
•  Over  the  Counter  has 
20  samples  of  the  new 
3-in-l  Flexible  Styler  to 
give  away.  Each  also 
comes  with  Alberto 
V05  Motion  Lotion  and 
a  "Motion  Lotion" 
T-shirt.  Simply  send 
your  name,  address  and 
the  name  of  your 
pharmacy  to  Over  the 
Counter/ V05  Otter, 
Chemist  &  Druggist, 
Benn  Publications, 
Sovereign  Way, 
Tonbridge,  Kent  TN9 
1RW. 


The  Wellcome 
Foundation  are 
preparing  the  way  for 
the  OTC  launch  of 
Zovirax  Cold  Sore 
Cream. 

The  company  is 
currently  taking  orders 
for  the  product  but  is 
still  waiting  for  the 
relevant  legislation  to 
be  passed  by 
Parliament  before  they 
can  deliver  the  product 
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Henkel  Cosmetics  have 
relaunched  the  Aapn 
range  of  facial  cleansers 
with  four  new  products, 
new  formulations  and 
new  packaging, 
supported  by  a  £2.5 
million  advertising  and 
marketing  support 
campaign. 

The  four  new 
products  include  a 
2-in-l  combined 
cleanser  and  toner, 
£3.29,  suitable  for  all 
skin  types,  and  a 
Hydrogel,  £4.49,  which 
is  an  oil-free  moisturiser 
enriched  with 
pro-vitamin  B5  for 
normal  to  dry  skins. 

Also  new  is  a 
Protective  Daily 
Moisturiser,  £4.49, 
which  also  contains 
pro-vitamin  B5  and 
UVA/UVB  filters,  and  a 
Bodylotion,  £3.29,  for 
use  all  over,  especially 
after  bathing. 

The  Aapri  Gentle 
Facial  Scrub  has  been 
reformulated  changing 
it  from  a  creamy 
cleanser  to  a  soft  gel 
with  ingredients  to 
extoliate  and  moisturise 
the  skin. 

The  Original  Scrub, 
Gentle  Foaming  Wash 
Gel,  Washcream  and 


Dual  Cleansing  Pads 
continue  to  be  available 
with  new  formulations 
said  to  enrich  and 
enhance  their 
performance. 

The  new-look  packs 
continue  to  incorporate 
the  apricot  logo  but 
improved  graphics  are 
designed  to  maximise 
the  products'  impact 
on-shelf  and  increase 
their  appeal  to  a 
broader  and  slightly 
older  consumer  group. 
Henkel  Cosmetics.  Tel: 
081-804  3343. 


to  pharmacies. 

If  there  is  a  delay,  the 
original  delivery  date  of 
July  22  will  be  put 
back. 

Zovirax  Cold  Sore 
Cream  contains  5  per 
cent  acyclovir  and 
comes  in  one  2g  size, 
£4.99.  Standard  Zovirax 
cream  will  remain  a 
prescription  product 
and  only  the  Cold  Sore 
Cream  can  be  sold  over 


the  counter. 

The  cream  should  be 
applied  five  times  a  day 
for  five  days.  Treatment 
should  be  started  as 
soon  as  possible,  ideally 
during  the  initial 
"tingling"  stage  that 
often  precedes  a  cold 
sore. 

The  company  is 
preceding  the  launch 
with  a  three-part 
training  programme  for 


Grafton  Internal  have 
added  an  alcohol-free 
mouthwash  to  their 
Rembrandt  toothpaste 
range. 

Developed  in 
America,  Rembrandt 
Mouth  Refreshing 
Rinse,  £4.95,  is 
alcohol-free  and  has  a 
strong,  mint  flavour. 

For  consumers  who 
prefer  a  lighter  taste  to 
their  mouthwash,  it  can 
be  diluted  up  to  three 
times  without  reducing 
effectiveness,  says  the 
company. 

Grafton  International. 
Tel:  021-353  5080. 


Kimberly-Clark  have 
launched  a  range  of 
all-in-one  disposable 
training  pants  called 
Huggies.  The  launch 
will  be  supported  by  a 
campaign  costing  £6 
million. 

The  pants,  which 
children  can  pull  up  and 
down  themselves,  are 
designed  to  look  like 
underwear,  with  a 
cloth-like  fabric 
covering  the 
super-absorbent  inner, 
and  a  moisture-proof 
lining. 

Uniquely  designed  for 


pharmacists  and 
assistants.  Module  1 
explains  all  about 
Herpes  simplex, 
Module  2  provides 
background  information 
on  Zovirax  Cold  Sore 
Cream  while  Module  3 
deals  with  counselling 
the  patient  to  ensure 
successful  treatment. 
The  Wellcome 
Foundation.  Tel:  0270 
583151. 


the  differing  needs  of 
boys  and  girls,  the  pants 
have  elasticated  leg  and 
waistbands  (blue  for 
boys  and  pink  for  girls), 
and  soft,  stretchable 
panels  at  the  side  to 
allow  the  pants  to  be 
pulled  up  and  down 
repeatedly. 

If  the  nappy  is  soiled, 
these  panels  can  be 
pinched  on  the  side 
seams  to  allow  quick 
removal. 

Huggies  for  boys, 
complete  with  car  and 
truck  motifs,  come  in 
sizes:  20-291b  (in  28s), 
27-361b  (25s),  and  341bs 
plus  (22s). 

Huggies  for  girls, 
complete  with  pastel 
animal  motifs,  come  in 
sizes:  20-271b  (in  28s), 
25-341b  (25s)  and  321bs 
plus  (22s).  They  are 
expected  to  retail  at 
£7.49. 

Some  £2.1  million  will 
be  spent  on  a  sampling 
campaign,  together  with 
a  money-off  promotion, 
and  a  training  book 
offer. 

Kimberly-Clark  Ltd.  Tel: 
0622  717700. 
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Seven  Seas 
invest  in  EPO 

Seven  Seas  are 
introducing  two  new 
variants  to  their  evening 
primrose  oil  range  and 
have  repackaged  the 
products  with  a  new 
look. 

Standard  Strength 
Evening  Primrose  Oil 
lOOmg  capsules,  £1.99, 
contain  13mg  of 
gamolenic  acid  (GLA).  It 
is  aimed  at  new  users 
and  women  who  reguire 
a  continuous 
maintenance  in  a 
moderate  dose. 

Premium  Strength 
Super  Evening  Primrose 
Oil,  £6.29,  contains 
134mg  of  GLA  for 
women  who  want  a 
higher  dose  product. 


The  whole  range  has 
also  been  repackaged  in 
co-ordinated  cartons 
which  feature  an 
evening  primrose  oil 
flower  logo. 

Seven  Seas  Health  Care 
Ltd.  Tel:  0482  75234. 


Johnson  &  Johnson 
have  launched  a  new 
baby  wipe  called 
Johnson's  Baby 
Skincare  Wipes,  said  to 
actually  care  for  baby's 
skin  rather  than  just 
wiping  it  clean. 

The  company  says  the 
wipes  have  a  three  step 
system  —  cleansing, 


moisturising  and 
helping  to  fight  the 
causes  of  nappy  rash. 
The  company  also  say 
the  new  wipes  are  less 
irritating  to  baby's  skin. 

The  Wipes  retail  at 
£2.55  for  a  recyclable 
tub  of  42. 

Johnson  &  Johnson  Ltd. 
Tel:  0628  822222. 


G.  R.  Lane  Health 
Products  have  launched 
a  one-a-day  folic  acid 
supplement  for  women 
who  are  pregnant  or 
who  are  trying  to 
conceive. 

Earlier  this  year,  the 
Department  of  Health 
issued  advice  in  favour 
of  such  supplements 
after  research  showed 
that  folic  acid  can 


reduce  the  chance  of 
babies  being  born  with 
a  neural  tube  defect  like 
spina  bifida. 

Each  Preconceive 
tablet  contains  folic  acid 
400mcg  —  the 
recommended  daily 
dose.  It  retails  at  £2.45 
for  60  tablets. 
G.  R.  Lane  Health 
Products  Ltd.  Tel:  0452 
524012. 


The  latest  "bright  idea" 
from  Wisdom  is  a 
toothbrush  with  a 
handle  that  glows  in  the 
dark! 

Aimed  at  children 
aged  four  to  ten  years, 
the  company  believes  it 
will  introduce  fun  and 
excitement  into  a  child's 
toothbrushing  routine. 

Brush  and  Glow 
toothbrushes,  £1.35,  are 
made  from  luminescent 
plastic  which,  following 
exposure  to  natural  or 
artificial  light,  glow  in 
the  dark.  The  handles 
feature  a  textured 
thumb  grip  for  better 
control  while  brushing 
and  the  heads  have 
end-rounded  bristles. 
They  come  in  a  choice 
of  green  or  yellow. 

Black  cartons  feature 


fluorescent  green,  pink 
and  yellow  graphics  to 
add  impact  on-shelf. 
Addis  Ltd.  Tel:  0992 
584221. 


The  Pond's  Performance 
range  is  being  extended 
with  two  new  products 
—  Nutrium  Skin 
Smoothing  Treatment 
and  Time  Release  Eye 
Gel  with  Creme. 

The  new  products  will 
be  available  to 
independents  from 
August  2,  but  some 
multiples  will  have 
stock  earlier. 


Nutrium  Skin 
Smoothing  Treatment 
comes  in  single-use 
capsules  designed  for 
use  at  night.  One 
capsule  is  applied  to  the 
face  and  neck  after 
cleansing  and  before 
moisturising.  Depending 
on  skin  type  it  can  be 
used  daily  or  two  or 
three  times  a  week. 

A  jar  of  21  capsules 
retails  at  £8.45.  Atrial 
size  of  five  capsules  for 
£0.99  will  support  the 
launch. 

Time  Release  Eye  Gel 
with  Creme,  £6.45,  is  a 
clear  gel  with  creme 
droplets  suspended  in  it. 
The  company  says  that 
the  gel  refreshes  the 
skin,  while  the  creme 
helps  boost  moisture 
levels. 

Pond's  Finning  Eye 
Cream  has  been 
repositioned  as  a  night 
treatment  and  renamed 
Firming  Eye  Night 
Therapy. 
Elida  Gibbs. 
Tel:  071-486  1200. 


Following  recent 
controversy  about  the 
levels  of  sugar  in  some 
baby  products,  Milupa 
have  launched  a 
sugar-free  fennel  drink 
for  infants.  The 
company  has  reduced 
sugar  levels  in  other 
drinks  to  3.8  per  cent. 

Sugar-free  Fennel 
Infant  Drink,  £1.99,  is 
suitable  for  babies  from 
weaning  age  only.  The 
company  recommends 
that  very  young  babies 
should  be  given  cooled, 
boiled  water  as  first 
choice. 

Existing  Milupa  infant 
drinks  are  being 
repositioned  as  cup-only 
drinks  for  use  after  eight 


months  of  age.  Some 
existing  sugared  drinks 
will  be  phased  out. 

Labelling  on  Milupa 
drinks  has  been  clanfied 
and  packaging  for 
junior  drinks  has  been 
redesigned,  replacing 
the  baby  picture  with 
one  of  a  trainer  cup. 

The  company  plans  to 
reduce  the  sugar 
content  of  their  baby 
food  with  the  objective 
of  a  maximum  sugar 
content  eguivalent  to 
that  in  breast  milk. 
Milupa  Ltd.  Tel: 
081-573  9966. 


Calimal  is  a  new 
anti-histamine  tablet 
containing  4mg  of 
chlorpheniramine 
maleate  for  the  relief  of 
hayfever,  insect  bites 
and  skin  allergies. 

The  dose  for  adults 
and  children  over  12  is 
one  tablet  and  for 
children  6-12  years,  half 
a  tablet.  The  dose  can 
be  repeated  every  four 
to  six  hours  or  as 
directed  by  a  doctor. 

Calimal  tablets  come 
in  blister  packs  of  30, 
retailing  at  £1.39. 
Sussex  Pharmaceutical 
Ltd.  Tel:  0342  311311. 
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&  Gate's  initiatives 


Cow  &  Gate  have 
several  initiatives 
planned  over  the 
Summer,  including 
Olvarit  for  Toddlers, 
said  to  be  the  UK's  first 
range  of  toddler  meals 
in  jars. 

Stronger  tastes,  larger 
portions,  and  textures 
which  more  closely 
resemble  adult  meals 


have  been  incorporated 
to  help  bridge  the  gap 
between  babyfoods  and 
family  meals. 

There  are  four 
varieties  in  the  new 
range  which  retail  at 
£0.75  —  spaghetti 
bolognese,  farmhouse 
beef  and  vegetable 
hotpot,  gluten-free 
chicken  and  vegetable 


Stafford-Miller  have 
extended  their  range  of 
Sensodyne  Search 
toothbrushes  with  the 
launch  of  Search  Extra. 

This  new  range  of 
brushes  is  positioned  to 
appeal  to  consumers 
who  recognise  that 
healthy  gums  are 
important  for  healthy 
teeth,  says  the 
company. 

Search  Extra,  £1.69, 
have  two  types  of 
filament.  Medium  inner 
filaments  brush  teeth 
clean  while  softer,  outer 
filaments  search  out 
plaque  from  along  the 
gum  line  and  massage 
the  gums. 

The  brush  is  featured 
on  the  Search  Angled 
handles  in  a  choice  of 
three  head  sizes  — 
small,  medium  and 
large.  The  brushes  come 
in  four  metallic  colours 
—  red,  blue,  pearl  and 
purple. 

Search  Extra  will  be 
advertised  on  TV  in 
August. 

Stafford-Miller  Ltd.  Tel: 
0707 373370. 


While  85  per  cent  of 
teenagers  suffer  from 
spots  only  31  per  cent 
actually  treat  them  with 
medicated  skincare 
products,  according  to 
research  by  Smithkline 
Beecham. 

In  an  attempt  to  draw 
new  users  into  the 
market,  SB  have 
launched  Oxy 
Medicated  Cream, 
£3.55.  This 
complements  the 
company's  existing  Oxy 
Clean  products  and  can 
be  displayed  for 
self-selection. 

Salicylic  acid  is  the 
active  ingredient  in  the 
new  cream,  which  is 


said  to  rub  in  easily 
without  leaving  a 
residue  on  the  skin. 
Colourful  packs  have 
been  used  to  help 
impact  on-shelf. 

The  packs  remind 
users  that  if  they  need  a 
stronger  spot  product 
they  should  go  to  the 
pharmacy  counter  and 
ask  for  Oxy  10,  a 
Pharmacy  only  product. 

Advertising  for  the 
Oxy  range  on  TV  and  in 
magazines  is  planned 
and  display  material  is 
available  for  use 
in-store. 

Smithkline  Beecham 
Consumer  Brands. 
Tel:  081-560  5151. 


Expression  is  a  new 
range  of  semi- 
permanent hair 
colourant  gels  from 
Laboratoires  Gamier. 

Designed  to  last  six  to 
eight  washes,  the  range 
comes  in  ten  shades  — 
Gold,  Apricot, 
Cinnamon,  Copper, 
Paprika,  Cherry, 
Mahogany,  Auburn, 
Blueberry  and  Plum. 

Gamier  say  that  the 
products  provide  colours 
which  remain  true 
because  they  use  three 
dyes  which  wash  out  at 
approximately  the  same 
rate.  Expression  is  free 
from  peroxide  and 
ammonia  and  contains 
cationic  surfactants  to 
help  leave  hair  soft  and 
shiny. 

The  products  will  not 
cover  grey  hair  and 
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casserole,  and 
gluten-free  savoury 
vegetable  risotto.  All  are  i 
free  from  artificial 
colourings,  flavourings 
and  added 
preservatives. 

In  another  move,  Cow 
&  Gate  have  reduced 
the  natural  fruit  sugar 
content  of  Olvarit  baby 
juices  by  15  per  cent  to 
a  level  which  maintains 
palatability,  while 
taking  into  account  the 
latest  opinion  on  dental 
health. 

A  dental  guide  for 
pregnant  mothers  and 
young  families,  which  is 
published  jointly  by  the 
British  Dental  Health 
Foundation  and  Cow  & 
Gate,  is  also  available. 

Olvarit  desserts  are 
now  suitable  for  babies 
from  three  or  four 
months  to  15  months. 
All  stage  1  and  stage  2 
varieties  are  being 
standardised  in  smaller 
jars  and  recipes  have 
been  improved  to  give  a 
smoother  texture,  says 
the  company. 

Olvarit  breakfasts  are 
being  rationalised  with 
two  muesli  varieties 
making  way  for  new 
creamed  porridge.  All 
recipes  will  appear  in 
smaller  jars. 

In  addition,  the  entire 
Olvarit  range  is  having 
packaging  changes  this 
Summer.  Nutritional 
panels  have  been  added 
which  will  detail  the 
level  of  different 
nutrients  in  each  meal 
and  will  warn  of  the 
dangers  of  using 
microwaves  to  heat 
babymeals. 
Cow  &  Gate. 
Tel:  0225  768381. 


should  not  be  used  on 
hair  that  has  been 
coloured,  bleached, 
highlighted  or  treated 
with  henna. 

The  product  should 
be  applied  to  towel- 
dried  hair  and  left  for  30 
minutes  before  rinsing. 

The  range  will  retail 
at  around  £3.29,  and 
floor  stands  and  cards 


are  available  for  use 
in-store. 

In  September,  a  £1.8 
million  advertising 
campaign  will  break 
and  to  coincide  with  this 
the  company  is  planning 
a  window  display 
competition  a  trip  to 
Euro-Disney. 
Laboratories  Gamier. 
Tel:  071-937  5454. 


Brita  have  launched  a 
water  filter  system 
specifically  designed  for 
babies. 

Brita  Baby  improves 
the  quality  of  tap  water 
but  has  been  designed 
for  use  in  the 
preparation  of  baby 
foods  by  reducing  or 
removing  impurities  that 
boiling  alone  won't 
remove,  says  the 
company.  It  is  suitable 
for  babies  under  six 
months  who  are 
particularly  susceptible 
to  these  impurities. 

The  product  has  a  two 
cartridge  system,  the 
first  of  which  reduces 
nitrates  and  the  second 
removes  chlorine, 
reduces  the  overall 
mineral  salt  content, 
and  adsorbs  organic 
substances  and  heavy 


metals  such  as  copper 
and  lead.  A  fine  gauze 
filter  prevents  unwanted 
particles  passing 
through  into  the  filtered 
water. 

After  the  first  six 
months,  Brita  Baby  can 
be  used  as  a  normal 
water  filter  by  removing 
the  top  funnel  and 
inserting  a  standard 
cartridge. 

Brita  Baby  retails  at 
£29.99  with  extra 
cartridges  at  £7.99.  Each 
cartridge  will  treat  up  to 
60  litres  of  water, 
depending  on  the 
nitrate  content,  the 
company  says.  Each 
filter  comes  with  test 
strips  to  measure  the 
nitrate  content  of  the 
filtered  water. 
Brita  (UK)  Ltd. 
Tel:  0932  228348. 
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Smithkline  Beecham 
have  launched  lemon 
flavoured,  chewable 
tablets  for  the  common 
cold. 

Intended  to  update 
Beechams  Powder 
tablets,  Beechams 
Lemon  tablets  contain 
300mg  of  aspirin,  150mg 
of  glycine  and  real 
lemon  and  will  be 
available  in  packs  of  20 
(£1.69)  across  all  sectors, 
with  packs  of  40  (£2.59) 
available  only  from 
pharmacies. 

The  tablets  can  be 
dissolved  in  the  mouth 
or  can  be  swallowed 


with  water  by  children 
over  12  and  adults.  The 
dose  is  one  to  two 
tablets  three  to  four 
hourly  up  to  a  maximum 
of  24.  They  should  not 
be  given  to  children 
under  12  years. 


Smithkline  Beecham 
have  also  added  Contac 
400  to  their  portfolio, 
complete  with 

I('(1('S1(|I1('(I  k,!(|('S. 

Smithkline  Beecham 
Consumer  Brands. 
Tel:  081-560  5151. 


Up  and  Go  is  a  new 
i^ange  of  disposable 
training  pants  to  be 
launched  in  August  by 
Peaudouce. 

Designed  for  children 
of  18  months  plus,  the 
;pants  have  a 
multi-strand  elasticated 
jpanel  to  give  a  leak-free 
if  it ,  and  help  toddlers 
Ipull  the  pants  up  and 
idown. 

Tearaway  side  panels 
are  incorporated  to 
allow  parents  to  remove 
the  pants  easily  in  case 
of  accidents. 

In  addition,  Up  and 
Go  pants  feature  a 
moisture-proof  textile 
backsheet,  with 
colourful  designs  to 
appeal  to  children. 

The  pants  will  come 
in  sizes  of  26-351bs  and 
33-551bs  in  packs  of  22 
or  20  respectively. 

A  television 
advertising  campaign 
will  support  the  launch 
with  a  direct  mail 
campaign  with  sample 
packs  and  50p  and  75p 
off  coupons. 
Peaudouce  (UK)  Ltd. 
Tel:  0952  292222. 


Deep  Heal  rab  now  om 


The  Deep  Heat  range  of 
rubefacients  has  a  new 
addition  —  Deep  Heat 
Maximum  Strength, 
£2.85. 

The  active  ingredients 
in  the  new  Maximum 
Strength  product  are 
methyl  salicylate  30  per 
cent  and  menthol  8  per 
cent.  It  is  applied 
topically  to  provide 


relief  from  conditions 
including  rheumatic 
pain,  fibrositis,  lumbago 
and  sciatica. 

Deep  Heat  Maximum 
Strength  will  be 
supported  during  the 
Autumn  and  Winter  by 
a  national  press 
advertising  campaign. 
The  Jenks  Group. 
Tel:  0494  442446. 
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A  consumer  advice 
booklet  entitled  "Your 
body,  Menstruation  and 
Period  Pain  —  A  Guide" 
has  been  produced  by 
Windsor  Healthcare. 

The  booklet  ties  in 
with  Buscopan  and 
contains  information  on 
the  female  reproductive 
system,  the  menstrual 
cycle,  period  pain, 
healthy  eating  and 
exercise.  It  also  includes 
a  personal  diary  to 
encourage  consumers  to 
record  the  dates  of  their 
menstrual  cycles. 

Windsor  reps  are 
distributing  the  booklet 
to  pharmacies.  For 
further  copies  contact 
your  territory  manager 
or  call  Ruth  Higham  at 


the  company. 

Windsor  Healthcare  Ltd. 

Tel:  0344  484448. 


Following  consumer 
research  which  showed 
demand  for  an  effective 
liquid  laxative,  Windsor 
Healthcare  have 
repackaged  Laxoberal 
and  have  moved  it  out 
of  the  dispensary  into 
the  shop. 

The  two  sizes,  £2.79 
and  £7.69,  have  been 
repackaged  with 
striking  green  and 
yellow  labels  and  a 


green  screw  top.  The 
look  complements  the 
company's  tablet 
laxative  Dulco-lax. 

Laxoberal,  available 
on  prescription  under  Ms 
generic  name  sodium 
picosulphate,  is  a 
sugar-free  liquid  with 
an  orange-fruit  flavour. 
II  acts  Icn  to  14  hours 
after  administration. 
Windsor  Healthcare  Ltd. 
Tel:  0344  484448. 


Setlers  and  Setlers 
Turns  are  being  by 
relaunched  by 
Smithkline  Beecham 
with  a  new  strategy  and 
a  spend  of  £2.5  million. 

The  new  Setlers  now 
contain  500mg  of 
calcium  carbonate  but 
no  magnesium 
hydroxide.  The 
company  says  the  taste 
of  both  Setlers  and 
Setlers  Turn  has  been 
improved  for  "greater 
palatability". 


New  packs  are  said  to 
capitalise  on  the  brand's 
unique  selling  point  of 
"express  relief"  with  a 
new  "speeding  tablet" 
graphic. 

Pack  sizes  are  now  36 
and  96  for  Setlers  (£1.29 
and  £2.19)  and  75  for 
Turns  (£2.19).  New 
advertising  will  run  for 
ten  weeks  beginning  in 
August. 

Smithkline  Beecham 
Consumer  Brands. 
Tel:  081-5605151. 


As  part  of  their  support 
for  Ibuleve  Gel, 
Dendron  Ltd  have 
produced  a  new  counter 
display  unit. 

Holding  24  tubes,  the 
perspex  unit  has  been 
kept  deliberately 
compact  to  conserve  on 
valuable  counter  space, 
says  the  company. 

In  addition,  a  new 
16-page  booklet  called 
"Muscles  matter"  has 
been  produced  by 
Dendron  together  with 
the  Chartered  Society  of 


Physiotherapists. 

The  free  booklet  is 
available  through 
pharmacies.  It  includes 
tips  on  how  to  avoid 
muscle  injury 
specifically  targeted  at 
high  risk  groups  like  the 
elderly,  gardeners  and 
DIY  enthusiasts. 

If  injury  does  occur,  it 
also  advises  on  how  to 
cope  with  pain  and 
which  pain  relief 
products  are  available. 
Dendron  Ltd.  Tel:  0923 
229251. 
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Sudocrem  Baby  Lotion, 
launched  in  April  1992, 
has  been  given  a 
face-lift.  The  new  bottle 
design  retains  the 
distinctive  Sudocrem 
logo  but  is  said  to  be 
bolder,  more  colourful 
and  to  highlight  the 
"soft  and  kind 
properties"  of  the  lotion. 

The  company  hope 
the  new  look  will 
provide  an  even  greater 
on-shelf  presence  and 
product  recognition. 

To  support  the 
product  during  the 
coming  year,  the 
company  is  planning  a 
£500,000  advertising 
campaign  in  women's 
and  mother  and  baby 
Press  and  are 
distributing  500,000 
samples  through  bounty 
bags. 

A  shelf  edger  which 
highlights  in-store 
prices  and  displays  both 
sizes  is  also  available. 
Pharmax  Ltd. 
Tel:  0322  550550. 


The  Pure  &  Clear  range 
of  haircare  products 
from  Alberto-Culver  has 
been  relaunched,  taking 
into  account  company 
research  that  showed 
that  shine  and 
performance  are  two 
key  factors  influencing 
purchase. 

The  range  comprises 
three  Conditioning 
Shampoos,  with  a 
silicone-free  formulation 
said  to  cleanse,  clarify 
and  revitalise.  Available 
in  larger  300ml  sizes, 
£1.89,  the  variants  are 
normal/dry,  permed/ 
coloured,  and  freguent 
use/mild. 

There  are  also  two 
variants  of  Leave-in 
Conditioner,  £2.49,  - 
permed/coloured  and 
normal/dry,  said  to  be 
equally  effective  on  wet 
or  dry  hair. 

On  the  styling  side 
there  are  three  products 
—  two  hairsprays  in 
flexible  hold  and  ultra 
hold,  £2.29,  and  a  2-in-l 


Revlon's  Charlie  range 
is  being  extended  with 
the  launch  of  a  new 
fragrance  —  Charlie 
Red.  Described  as  a 
fragrance  which  "sizzles 
with  life  and  soul",  the 
company  believe,  it  will 
appeal  to  the  girl  "who 
interprets  fashion  in  her 
own  unique  way". 

The  fragrance 
combines  fresh,  fruity 
top  notes  of 


blackcurrant  and 
orangeflower  with  a 
heart  of  classic  florals 
including  rose,  jasmine 
and  violet.  Base  notes 
include  vanilla  and 
heliotrope. 

Charlie  Red  comes  in 
three  sizes  of  eau  de 
toilette  spray,  £5.95, 
£8.95and  £11.95  and  a 
body  spray,  £1.99. 
Revlon  International 
Tel:  071-629  7400. 


Proflex  cream,  the 
topical  analgesic  from 
Zyma  Healthcare,  is 
now  available  in  an 
OTC  pack  which  will  be 
promoted  directly  to 
consumers. 

A  larger  lOOg  size  has 
been  available  as  a  P 
medicine  since  May 
1989,  but  most  sales 
have  been  on 
prescription.  The  25g 
size,  £3.59,  is  aimed  at 
OTC  sales. 

Proflex  Pain  Relief 


Cream  contains  5  per 
cent  ibuprofen  and  will 
be  promoted  for 
muscular  and  rheumatic 
pain,  backache,  sprains 
and  strains. 

As  well  as  consumer 
advertising,  the 
company  is  planning 
trade  promotions, 
consumer  leaflets  and 
point-of-sale  material. 
GPs  will  also  be  told  of 
the  OTC  size. 
Zyma  (UK)  Ltd.  Tel: 
0306  742800. 


Zyma  Healthcare  have 
launched  a  new  training 
initiative  for  pharmacy 
assistants. 

Central  to  the 
programme  are  product 
information  folders, 
currently  being 
distributed  to 
pharmacies  by  the 
company.  These  contain 
details  of  Zyma's  OTC 
products  to  help 
assistants  choose  the 
right  product  for  the 
customer. 

There  are  also 


II 

1      IB  !B 

,         %  4 

3ED  *2Z2Z2) 

1 

Gelspray,  £2.49. 

All  products  in  the 
range  are  said  to  be 
biodegradable  and  not 
tested  on  animals.  In 
addition,  all  packaging 
is  capable  of  being 
recycled,  says  the 


company. 

The  range  is  being 
supported  by  ads  in 
women's  magazines, 
in-store  leaflets  and 
coupon  promotions. 
Alberto-Culver. 
Tel:  0256  57222. 


competitions,  with  50 
Harrods  food  hampers 
on  offer  in  the  "Food  for 
Thought"  competition. 

In  July,  further  prizes 
will  be  available  to 
those  who  regularly  use 
the  guide.  Mystery 
shoppers  will  be 
awarding  on-the-spot 
prizes  to  assistants  who 
can  answer  product 
questions,  the  answers 
to  which  are  in  the 
guide. 

Zyma  Healthcare  Ltd. 
Tel:  0306  742800. 


Tommee  Tippee  have 
launched  a  Travel  Potty 
to  coincide  with  the  start 
of  the  holiday  season. 

The  potty,  which 
comes  in  its  own 
carrying  bag,  was 
available  under  the 
Potette  brand  but  was 
discontinued  by 
Griptight  earlier  this 
yoai 

The  product  is  used 
with  disposable  liners 
which  fit  both  it  and  the 
former  Potette.  Liners  in 
packs  of  ten,  £1.99,  are 
fragranced  to  neutralise 
smells  and  fitted  with  an 
absorbent  pad. 

Other  new  product 
launches  planned  by  the 
company  include  a  high 
chair  mat  to  protect 
floors  and  carpets  from 
mess  and  spills,  £4.99, 
and  a  wrist  link  to  keep 
children  safe  in  crowded 
places,  £2.99. 
There  is  also  a  beaker 


with  glitter  and  moving 
shapes  in  three  designs, 
£2.99,  a  juice  carton 
holder  with  two 
handles,  £0.99,  and  a  set 
of  three  food  pots  with 
lids  for  use  in  the 
freezer,  microwave  and 
dishwasher,  £2.99. 
Jackel  International  Ltd. 
Tel:  091-250  1864. 


Combe  International, 
makers  of  Vagisil 
feminine  powder  and 
wash,  are  promoting 
their  consumer  Self 
Help  Service  this 
Summer. 

Particular  targets  are 
mothers-to-be  and  those 
who  wish  to  lose 
weight.  Information 
sheets  on  "Feeling  good 


and  "Staying  happy 
while  you  diet"  have 
been  added  to  the 
existing  self  help  pack. 

This  pack  is  being 
offered  through  a  series 
of  reader  offers  in  key 
maternity  titles  and  a 
special  promotion  with 
Weight  Watchers 
magazine. 

Combe  International 
Ltd.  Tel:  081-680  2711. 
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For  the  last  three  or  four  weeks  the  girls 
and  I  have  been  trying  to  improve  our 
window  displays.  Our  shop  is  situated  at 
a  busy  road  junction  with  much  passing 
trade.  Because  of  this  we  wanted  to  do 
the  job  properly  and  put  together  a 
display  that  looked  really  good. 

Previous  attempts  have  been  rather 
poor  due  to  a  lack  of  time  and  money. 
This  time,  however,  after  much 
deliberation,  we  decided  on  three  units, 
one  for  each  window,  consisting  of  glass 
shelves  in  a  cabinet  on  casters  with  peg 
board  backs  for  use  in  the  shop.  The 
casters  make  the  cabinets  easy  to  move 
for  cleaning  and  changing  the  display. 

With  different  displays  in  each  cabinet 
they  are  now  in  place  and  even  though  I 
say  so  myself,  they  do  look  rather  good. 
We've  got  a  baby  promotion  in  one 
window  complete  with  potties,  baby  clothes,  toys  and  nappies.  In  the 
middle  one  we've  opted  for  sun  preparations  with  various  props  — 
beach  towel,  ball,  sunglasses  etc,  and  in  the  third  we've  got  a 
hayfever  promotion  using  large  advertising  cartons  and  notices 
inviting  customers  to  ask  for  more  advice. 

This  has  obviously  had  the  desired  effect.  We've  had  several 
comments  about  the  displays  and  many  people  have  come  in  asking 
about  things  they've  seen  in  the  window.  Although  the  job  of  doing 
the  windows  seemed  to  be  a  pain  at  the  time,  it's  been  worth  it. 

What  have  you  got  in  your  window?  If  you're  short  of  promotional 
material  to  use,  I'm  sure  that  the  company  reps  can  help  you  out. 

Changing  the  subject  completely,  have  you  seen  the  Zovirax  cold 
sore  cream  instruction  material  from  Wellcome  (for  pharmacists  and 
assistants).  It  is  really  good,  very  clear  and  interesting.  It  consists  of 
three  units  with  part  one  explaining  the  causes  of  cold  sores,  when 
people  are  most  likely  to  suffer  from  them  and  lots  more.  If  you 
haven't  seen  it  yet,  pester  your  pharmacist  to  let  you  have  a  look,  it's 
worth  the  read.  I'm  looking  forward  to  seeing  units  two  and  three. 
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Best  selling  smoking  cessation  product  - 

56%  share  of  nicotine  patch  total  cash  sales  1 

Leading  nicotine  patch  in  the  ^ 


Leading  nicotine 
patch  OTC  - 

54%  share  of  sales  events 
in  the  OTC  nicotine  _^ 
patch  market  3 

Leader  in  TV 
advertising  recall  - 

2nd  place  2  weeks 
running  for  prompted  recall  of 
NICOTINELL  advertisement 
above  PG  Tips, 
Kellogg's  Cornflakes, 
Coca-Cola 
and  all  other  nicotine 
products  4 


MAKE  YOUR  PROFITS  SWELL 
-  RECOMMEND  NICOTINELL 

1.  Nielsen  Jan/Feb  1993.  2.  Scriptcount  4  weeks  to  26  March  1993.  3.  Based  on  number  of  sales  events.  Counterpoint,  smoking 
cessation,  nett  data,  Jan-  March  1993.  4.  Adwatch,  Marketing  25  March  and  1  April  1993. 
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